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EVERY Dole a ae le 
NEEDS A PAIR OF  ] 


UNITED STATES RUBBER COMPANY Ny 





Quarter, Antique Finish, 
Half Double Chrotan Sole, 
Chrotan Leather Heel, B-C.- 
D,. 6-12. 


Johnscisitcin’s Fall theme, “More For Your Customer's Shoe Dollars”, is making new 
friends for Johnsonian among American men! Dealers like the easy way they sell, 
and Johnsonian’s profit-assuring mark-up. 
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‘BRAND NEW! 


BLACK AND COLORS 


A STANDOUT FOR ELASTICIZED SHOES 


G. LEVOR & CO., INC. 2222675 65 Years 








To CREATE CUSTOMERS: ADD TO APPEARANCE 


To HOLD CUSTOMERS: ADD TO PERFORMANCE 


Celastic adds to the appearance of footwear by 
accurately reproducing from the last the lines 
which establish toe character. Shoes fashioned 
with Celastic become Matched Pairs. 


Celastic adds to shoe performance by creating 
a durable toe structure. With Celastic, the box is 
true to the last—trim and firm in the shoe. On 
the foot, the toe lining remains wrinkle-proof. This 
means greater comfort for the wearer and more 
satisfactory performance. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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FOUR HEELS 








T doesn’t take long to see why manufacturers prefer to have 
any one of these four Goodyear heels on their shoes. Goodyear RISBED Heel 





Your customers like them because they’re trim and smart 
looking—they make any shoe look better. 


They like them because the name Goodyear has long been 
associated with high quality and top-grade service. 


And they are more likely to select shoes fitted with Goodyear 
heels because they know they'll get more value for their 
money! 


That’s why wise manufacturers use these heels to give shoes 
all the selling help they can! 





Goodyear SPEEDWAY Heel 





Wingfoot, Speedway — T.M."s The 
Goodyear Tire & Rubber Company 
TIP TO RETAILERS! 
Goodyear heels are available 
at all good shoe-repair shops. THE GREATEST NAME IN RUBBER 
For customer satisfaction — 
when their heels need renew- 
ing-be sure to specify Good- 
year. 





MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 
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The TOWN Is Full 


Of Sie ng 


ILL JONES went back to visit the home town 
B after a three year absence. After three 
years in a big city where he did not know 
one person in a thousand, he looked forward to 


spending a week where he knew everybody. 


He wanted to see his old friend Joe, the station 


agent, and borrow a friendly chew of his plug 


tobacco. He wanted to slap the one man police 


force on the back and ask it about its seven kids. 
He wanted to say “howdy” to Mazie, the blond 
cashier at the Eureka House. whom he called 


“Toots” in bygone days. 


First thing Bill did on arriving at the home sta- 
tion was to look for Joe.. But Joe the station agent 
‘had been drafted and there was a new man in his 
place. Even Sam, the amiable driver of the 
ancient taxi, was gone and in his place was a 


stranger with a shiny six. 


Driving along Main Street, Bill found that most 
of the stores had changed ownership and carried 
new and unfamiliar names. And stopping off at 
the Eureka House he discovered that “Toots” had 
left town a year ago to get married and now 


had twins. 


Bill’s father and mother had changed, too, but 
he could still recognize them. And the first thing 
he said to them was: “Gosh, the old town is full 


of strangers.” 


There may be a moral in this story for some of 
the sales and promotion executives who are slum- 
bering in the somnolent sunshine of factories full 
of orders. In the days to come, when you need 
orders, you don’t want to find your towns full of 
strangers. The time to make their acquaintance 
is before you have to sell them, and that time is 


right now. 


An editorial by John H. Van Deventer. 
in THE IRON AGE, May 1, 1941. 
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Give your store a Build-up! 





BRIGHTEN YOUR STORE with a stunning froni 
like this one in Louisville, Ky., nag i 
flag down new customers every day. A com- ¥ 

bination of polished and Suede-finished gray ou can ut n ] . 
Carrara gives this front unusual interest. Cw ife 
Note Herculite doors which give a clear view 
of the interior. Architects: Ross-Frankel, Inc., 


Morris Lapidus Assoc., New York City. in your business 
with a Pitteo F ront 














HE colorful glass of a Pittco 

Front attracts the instant atten- 
tion of passers-by. Its good looks win 
their admiration—and their trade. If 
your merchandise is of good quality 
and priced right, if your salespeople 
are courteous and your interior is 
pleasant — announce it proudly with 
a new Pittco Front. The result is sure 
to be an improved clientele and a 
greater volume of sales. 

A Pittco Front’s ability to boost 
profits has been proved a thousand 
times over by merchants throughout 
the country. Many of them have 
written us, telling how a new Pittco 
Front has helped their business. 
You'll find typical examples in our 
new Store Front Book—photographs 
of recent Pittco installations and ac- 
tual reports of gains made after re- 
modeling. Send the coupon for this 
free book—today. 

When you build, we recommend 
that you see an architect to make sure 
of an economical, well-planned job. 
Our experts will cooperate with him 
gladly in planning a Pittco Front to 
suit your needs. And if you wish, you 
can pay for your Pittco Store Front 
on the Pittsburgh Time-Payment 
Plan — just 20% down and the bal- 
ance in monthly payments. 





Pittsburgh Plate Glass Company 
2325-1 Grant Bidg., Pittsburgh, Pa. 


ITTCO STORE FRONTS | sttyetiets Sap ee Fe 
PITTSBURGH PLATE GLASS COMPANY 


‘pirrseurGH’ stends fot Duality Glass and Print 

















TRADE SECRETS 


OF FALL AND WINTER FOOTWEAR 





The Rhythm Step Men Can Give 
You the 3 Inside Reasons Rhythm 
Step Success Will Continue Its Un- 


equalled Rise This Coming Season 


What made Rhythm Step shoes take a front place 
in the shoe selling picture—so fast? What kept 
Rhythm Step going ahead so steadily that in 
many stores it nudged out old-time leaders to 
become the most “in demand” shoe of all? 

A nation-wide survey gave us the answers. 
Report after report said Rhythm Step’s triple 
support features— Rhythm Step’s national adver- 
tising—Rhythm Step’s high styling— 


A high style keyed promotion in the nation’s 
most influential magazines—with newspaper 
advertising and a complete merchandising cam- 
paign to turn these triple Rhythm Step advan- 
tages to gold in your store! 

And the new Rhythm Step styles—with their 
exclusive weightless Rhythm Tread features— 
have new fashion leadership this season! Get 
set now to make the most of Rhythm 


and in that order! Sines Septem Step’s proven success formula for fall 
This season’s great Rhythm Step $ 7 5 and winter profits! Johnson, Stephens 
advertising campaign to millions of aevnee & Shinkle Shoe Co., St. Louis, Mo. 
women takes full advantage of these New York Office—616-620 Mar- 
great Rhythm Step reasons-for-buying. Gener dee bridge Building, New York City. 
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RHYTHM STEP SHOES 
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The WAC SKI BOOT LOOP has already been 
approved by many professional and amateur 
skiers. It is the strongest and most practical de- 
vice available for this rugged and popular type 
of footgear. Laces ride through these loops with 


minimum friction and consequently wear longer. 


Make sure that your new lines of Ski Boots are 
equipped with these superior fittings. 
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NORMAN CHANDLER, chairman 
of the Newspaper Publishers Com- 
mittee, says: 

“Burn this truth into your mind: 
So long as all men are free to speak 
their minds, put their thoughts into 
printed words, the truth will out. 
Let one misled or misinformed 
paper bring a false report, and an- 
other will refute it. Let one adver- 














tiser misstate his claims, and his 
competitors will bring him to time. 

“Only in a dictatorship, where 
government controls what men may 
see and hear, can the truth be con- 
cealed. Where freedom of expres- 
sion holds, facts will rule. Opinions 
may vary, in America, but not even 
one—the most stupid one—of 
America’s newspapers will know- 
ingly report a lie as a fact. 

“Why? Because America is 
FREE. Some other paper or some 
other person will inevitably dis- 
cover the error and, being free, use 
it to shame the erring paper for 
its dereliction.” 

* * * 
BENJAMIN H. NAMM, president 
of The Namm Store, in Brooklyn, 
N. Y., says: . 


“It would be folly indeed if, un- 
der the stress of wartime emotion, 
we failed to realize that the greatest 
service we can render to our coun- 
try is to concentrate upon doing the 
job for which we are best fitted— 
retail distribution, and doing that 
job more effectively than it has ever 
been done before. 

“If that is to be our réle in the 
national defense program, then | 
see no reason why we should not 
tell the public all about it—and 
every reason why we should do so. 
We must all remember that, in these 
days of vicious propaganda and 


zane 


subversive influences, it is not 
enough to merely serve the public. 
We men of business must also in- 
form the public. We must tell them 
what we are doing and why. If we 
are to function as purchasing agents 
for the public, then we must render 
an account of our stewardship. No 
longer can we afford to take for 
granted our system of representa- 
tive government, of private enter- 
prise and of civil liberty. On the 
contrary, we-must be militant in 


: = 


defending these systems from those 
who might destroy them. 

“It is necessary, of course, to tell 
our story to the public, not during 
one week of each year but during 
every week of every year. On the 
other hand, we are fully convinced 
of the wisdom of setting apart one 
week of each year during which all 
retailers will concentrate upon ‘dem- 


oe 
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onstrating’ the true place that retail- 
ing occupies in the general scheme 
of things. 

“The date for this year’s National 
Retail Demonstration has been set 
for the week beginning Monday, 
Sept. 15, and ending Saturday, Sept. 
20. These ought to be six days of 
wholehearted, militant and harmoni- 
ous effort by every retailer, large 
and small, in the country.” 


* ©. * 


MALCOLM McNAIR, our favorite 
authority of marketing, who has 
been close to shoes for twenty years 
(and still regrets that the industry 
didn’t continue its research studies 
so favorably started in 1917), says: 

“For the fiscal year 1940 depart- 


ment stores achieved total sales 














averaging more than 6% above 
their 1939 volume. Earnings aver- 
aged nearly 5% of sales, the high- 
est percentage return in the last 
twelve years. With the improved 
dollar volume, economies in per- 
centage operating expense were ef- 
fected. At the same time gross 
margin rates remained at substan- 
tially the same level as in 1939. 
“These findings are based on a 
bulletin just released by the Har- 
vard Bureau of Business Research 
under the sponsorship of the Na- 
tional Retail Dry Goods Associa- 
tion. The report, written by me, is 
the 21st in the series which was 
instituted in 1920 as one of the 
pioneer projects in the intensive 
study of distribution costs. The re- 
sults for 1940 reflect the operations 
of 429 department stores and 90 
specialty stores representing ap- 
proximately 40% of .the estimated 
total United States volume for the 





DONALD M. NELSON, of the 
O. P. M., says: 

“I have accepted the honorary 
chairmanship of the National Retail 
Demonstration, which is to be ob- 
served by retailers all over the coun- 
try during the week of Sept. 15, be- 
cause I regard it as a call to public 
duty. National Retail Demonstra- 
tion this year has for its theme the 
thought - provoking slogan: “Re- 
tailers for Defense.’ This, it seems 
to me, should be the rallying cry of 
retail merchants springing to give 
practical and useful cooperation to 
the government at a time of great 
national emergency. 

“Retail trade in the United States 
has set a splendid example to all 
business by its efforts to prevent un- 
justifiable price advances. In this 
they have served their public and 
the nation. It seems to me that the 
National Retail Demonstration this 
year should have peculiar signifi- 
cance to every retailer and to the 


12 








NEW DISTRIBUTION 
oH Boy 


C 
¢. 
> FM 74 . = 
—"s —— — 10 3 
— —t  9stos 











—From GREY MATTER, a news bul- 
letin of current ideas and facts 
that move merchandise, published 
by The Grey Advertising A ; 
Inc., | am quoting the f ing 
significant paragraph: 

"Retailers are worried about deliv- 
eries. To guard against depleted 
stocks, they are ordering from manu- 
facturers from whom they have not 
previously bought; they are adding 
new resources to their established re- 
who is 


ter opportunity than now to go 
after new retail distribution. Re- 
tailers who would not add competing 
lines are now actually compelled to 
add to brands already stocked. Of 
course, simply to get in line will be of 
only temporary value, if line is dropped 
as soon as emergency is over. Big 
problem will be to get line to stock 
because retailers reduce number 
of lines at first opportunity. Manu- 
facturers will, therefore, develop twe 
programs: (1) to get new dealers; (2) 
to hold them.” 


S16. Tn 


President 





public and I suggest that retailers 
everywhere, regardless of the lines 
of merchandise in which they deal, 
line up in a demonstration of pa- 
triotic service. 

“ ‘Retailers for Defense’ at a time 
when national defense is our most 
vital problem offers a splendid op- 
portunity to use the great influence 
of the retail trades in support of 


unified national effort.” 
7 * ~ 


INFLATIONARY factors seem to 
be gaining momentum despite ef- 
forts to control them. The May Bul- 
letin of The National City Bank of 
N. Y. said: 

“The real danger of price infla- 
tion comes from a public having 
more money to spend .on fewer 
goods. . . . Wholesale food prices 





(in Britain) went up 60 per cent 
during the first year and a half of 
war, despite the fact that the Gov- 
ernment is reported to be spending 
£100,000,000 annually in subsidiz- 
ing food production, holding down 
freight rates and extending price 
controls. The cost of living ad- 
vanced about 26 per cent in the 
same period, causing an inevitable 
demand for wage increases.” 

* * a 


STACY MAY, Director of the Bu- 
reau of Research and Statistics, 
Office of Production Management, 
in Washington, D. C., says: 

“In 1939 consumers spent $6.9 
billion upon clothing. If their con- 
sumption habits should conform to 
the general pattern that was deter- 
mined by a study of the National 
Resources Committee in 1935-6 
clothing expenditures, measured in 
1939 dollars, would represent $7.6 
billions in 1941 and from $8 to 
$8.5 billions in 1942. 








“It is true that not all clothing 
items would share in the advance 
equally. According to the patterns 
established, the greatest rise may 
be expected in the demand for clean; 
ing and pressing, next in women’s 
dresses and suits; third in men’s and 
boy’s suits, with a less substantial 
rise in footwear, men’s shirts, 
hosiery and underwear. 

“Tt is inevitable, I think, that there 
will be a shift in demand toward 
goods of higher qualities as the gen- 
eral trend of family income rises. 
In 1939 almost 40 per cent of all 
family units were in the income 
group having less than $1,000 a 
year. 

“As retailers, I think that you 
have a commercial interest in seeing 
that our total production is kept to 
the highest practicable levels. As 
citizens, I think you should work 
for the same general end in the na- 
tional interest.” 
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EDGAR H. GAULT, Professor of 
Marketing, School of Business Ad- 
ministration, University of Michi- 
gan, Ann Arbor, Mich., says: 

“An important problem which 
will confront retailers within the 
next two years is not lack of con- 
sumer purchasing power but too 
much purchasing power at present 


retail prices. Retail stores cannot 
thrive on rapid and substantial in- 
creases in the retail price which are 
bound to occur, if consumers’ mone- 
tary buying power is not curbed. 

“Price increases result in large 
book profits and heavy income 
taxes. Bank borrowing must be se- 
cured to pay the tax and finance 
merchandise purchased in the whole- 
sale market at higher prices. When 
prices break, the retailer is left with 
a large bank debt and a depreciated 
inventory. In 1920-21 the result was 
bankruptcy for many retailers. If 
we have large inflationary price in- 
creases the same thing can occur 
again. 

“The best interests of retailers will 
be served by tax increases which 
curb consumer purchasing power 
and permit only a slow and gradual 
increase in retail prices. By slow 
and gradual we mean price increases 
in the wholesale market which can 
he financed by current retail sales.” 


* * * 


J. A. SMITH, account executive for 
Campbell-Ewald, New York City, 
says: 

“Dealers who try to delude their 
customers into thinking that they 
are getting the same quality hat for 

‘the same money as they did last 
year are going to find plenty of dis- 
satisfied customers and a dropping 
off of business. 

“To balance this certain price in- 
crease there is also the satisfaction 
of knowing that certain style trends 
in men’s hats have ‘caught on’ and 
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are sure to be most popular this 
coming Fall. Two-tone hats, for in- 
stance, have definitely arrived. Who 
would have thought, a couple of 
years ago, that a mis-matched crown 
and brim would ever become popu- 
lar? It would have been called 
‘screwy.’ But today, it’s business. 
“Men themselves have pointed out 
the way for designers in their ac- 
ceptance of radical changes in ma- 
terials, shapes and colors for hats. 
Men are certainly learning fast that 
new hats and clothes, selected for 


‘style, color and comfort, will give 


them a ‘lift’ as nothing else can.” 
There’s a lift to shoes too, say we. 


* * * 


LEW HAHN, general manager of 
the National Retail Dry Goods As- 
sociation, says: 

“A run-away price situation now 
might touch off the spark of un- 
restrained and dreaded inflation 
and by the same reasoning that the 
burned child dreads the fire, so 
retailers are aroused to the dangers 
that brought about the business 
tragedies of a generation ago.” 

Answering the query, “What Are 
You Going To Do About It?” Mr. 
Hahn felt that the first step is for 
retailers to continue whole-hearted 
and aggressive support to the As- 
sociation’s present campaign to pre- 
vent unjustified price advances, and 
he added that the Government has a 
perfectly legitimate interest in all 


merchandise prices. 


IRVING C. FOX, counsel for the 
National Retail Dry Goods Associa- 
tion, says: 

“When a manufacturer explains 
to us the necessity for the price in- 
creases in his particular product, 
we carefully investigate every state- 
ment made by him and for the most 
part we have found that our im- 
mediate resources, with few excep- 
tions, have been absolutely frank 
and honest in their explanations, 
and that the cause of the increases 


usually goes back into the primary 
markets. While the retailer has thus 
far absorbed much of the price ad- 
vances effected, he cannot continue 
this to a very great extent, but must 
average such increasing costs. In- 
sofar as public morale is concerned, 
no one has a greater part to play 
than the retailers of the United 
States.” 


7” 7 * 


To every man there opens 
A way, and ways, and a way 
And the high soul climbs the high way 
And the low soul gropes the low; 
And in between on the misty flats 
The rest drift to and fro. 
But to every man there opens 
A high way and a low, 
And every man decideth 
The way his soul shall go. 
(Anon.) 


“Joe's our ace salesman, he always plans his selling first." 








* 


ia | corde r° 
The Editor’s 


Outlook 


HIGH SCHOOL GIRLS 
MAKE THEIR OWN 
We hope this idea doesn't 
spread 
Photo on opposite page— 
Story on page 41 


by ARTHUR D. ANDERSON 
EDITOR ¢ BOOT and SHOE RECORDER 


Put Your House in Order 


WHAT must a shoe merchant do to prepare himself 
for the tougher days to come? First, he must put his 
house in order. Second, he must be prepared for un- 
usual things. Third, he must apply all his good busi- 
ness common sense directly to his own business. 

How can a merchant put his house in order? He 
can concentrate on business, with less dissipation of 
time and talk on things which he cannot hope to in- 
fluence. He can do a job within his store that will be 
helpful to a nation in its extreme emergency and in its 
situation of preparing for defense and possible war— 
making Americans fit for more active Foot Life. 

He can buy more sizes and widths because he has 
got to give better fitting and better service. He can 
scrutinize every item of expense and see whether it is 
justified. There are more little leaks in a retail busi- 
ness than in any other field of business endeavor. It 
is so easy to add expenses to business. It is so difficult 
to cut them. 

There is a lot of “waiting” time in a store that could 
be utilized in washing the windows, cleaning the shelves, 
building the promotional fixtures and signs. . Do 
it yourself, rather than pay somebody else. Cut, trim 
and tighten up. It is inevitable that prices will rise 
and yet every merchant knows how difficult it is to 
change consumer price levels, for in so doing, he 
changes resources, lasts and names. It may not look 
like a lot of money for a merchant to absorb 25c. in 
added cost. That method of absorbing price rises is 
theoretically simple but in practice it is very difficult. 
You've got to accept the new prices because you can’t 
do anything about it for there are forces at work in 
the entire field of supplies and labor affecting the cost 
price. The American public is stubborn on the subject 
of prices but it must be educated to accept new prices 
if values and services are explained. 

For the moment, you are comparatively free to act 
as a business man. In a way you may feel that noth- 
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ing has as yet pushed your business into a corner; but 
it will come. You are not going to get many items of 
merchandise when you want them, nor with the ease 
of former days. 

You had better be covered on rubbers—or at least 
know where you stand—because that valuable import 
material is not only in short supply but under rigid 
regulation. You won’t get more than 75 per cent of 
your last year’s quota of rubbers—that’s positive. You 
may see crépe rubber soles out of the picture because 
it is a type of rubber that is subject to stringent control. 

You are going to learn to do without lots of things, 
but you still have the obligation to your public to give 
them serviceable footwear, better fitted than ever before. 
The little frills, wastes and extravagances—you know 
them only too well—should be cleaned out now. Stores 
that are business organizations will live through this 
emergency. The others will devour themselves with 
their own wastes and carelessness. 

Here’s something official on the subject from the 
Retailers’ Advisory Committee, Washington, D. C.: 

“The responsibility of the retail merchant to give the 
public accurate descriptive information about goods in 


which substitutions or changes of quality are made, was 
affirmed by the Retailers’ Advisory Committee. 


“The committee defined this responsibility in a state- 
ment released by Fred Lazarus, Jr., Columbus, Ohio, 
chairman, as follows: 

“‘*Where significant substitutions or changes in 
established qualities of merchandise are made, it 
is the obligation of the merchant to make positive 
descriptive statements about them. 


“*We are now beginning to feel the effects of priori- 
ties,’ Mr. Lazarus said. ‘There will be more and more 
substitutions and changes of qualities as the pressure 
of ng, werennes against a tightening supply of many 
items. e felt that for that reason the public should 
be told what the merchant intends to do.’ ” 


Don’t, under any circumstances, apologize for the 
changes. Don’t be too gabby in even bringing the sub- 
ject up. The public will find the values in shoes and 

[TURN TO PAGE 45, PLEASE] 
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Smart -little elasticized pump in Paniolo Tan 
calf with bootmaker finish. From Queen Qual- 
ity Shoe Co. Perennial favorite for easy ad- 
justment and good fit this slipon with Talon 
Fastener and concealed goring. Shown in alli- 
gator calf, Collegebred from E. P. Reed & Co. 


THERE will be a definite line drawn between the very 
easual and the more tailored college shoe this Fall. The 
strong trend for campus wear is slated to be in the very 
casual group. However, every important maker of col- 
lege shoes is also showing an unusually large group of 
the more tailored types. The casual shoe is just about 
the easiest style a merchant ever had to sell. Every age 
likes them, but the college girl adores them. 

Your extra pairage lies in the tailored group, in the 
more formal shoe for on and off campus dates. Never 
has there been a more attractive, better styled collection 
of tailored shoes than this Fall. Classics like the kiltie 
tongue, the ghillie and the buckle monk are back again 
with a fresh look and a just-right-for-the-occasion look. 
They belong in this Fall 1941 style picture. Women of 
all ages who want smartly common sense shoes will be 
wearing them. Your college girl will be quick to see 
their importance in her shoe wardrobe, too. She will 
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COLLEGE 
GIRLS 


realize the style value of being as trimly shod as her 
men friends home on leave from training camps. 

If some of your college girl customers have not real- 
ized this side of the Fall style picture, you will find it 
pretty easy to educate them. No matter how much they 
like the easy-going fashions of the last few years they 
want to keep up with the times and if the times demand 
something new they will be ready for it. But casual 
shoes will go right on being the number one favorite 
for campus wear. 

The striking feature of the 1941 tailored shoes is 
their softness and suppleness. They may look rugged 
and sturdy .. . and sturdy and-rugged they often are 
. .- but actually they are as easy on the foot as a house 
slipper or an Indian moccasin. They are the result of 
years of growth and experimenting in the art of shoe- 
making and tanning. They deserve ».... and will have 
. - - & big slice of your Fall college business. 
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know How to Pick Them 


MOST STYLE-MINDED OF CUSTOMERS, YOUR TYPICAL COL- 
LEGE GIRL WANTS VERY CASUAL SHOES FOR DAY IN, DAY 
OUT CAMPUS WEAR. FOR OFF-CAMPUS USE GIVE HER 


MORE TAILORED TYPES FOR EXTRA PAIRAGE BUSINESS. 
Pos = 


by ELEANOR M. RUTLEDGE, 


Fashion Editor 


Left, reading left to right: Saddle oxford of white 
elk and tan calf with white gum rubber sole .. . 
type that never goes out of style. A Poll Parrot 
from Roberts, Johnson & Rand. Cozy wool-lined 
moccasin of simulated pigskin, ideal for winter 
dormitories or after-ski wear. From Nashua Slip- 
per Co. Corduroy for smart co-ordination with 
corduroy slacks and robes. From Daniel Green Co. 








The School Bell Rings in 


THERE’S an opportunity, this coming Fall season, for 
shoe men to profit by the strong trends which are ap- 
parent in children’s ready-to-wear, and to make a nice 
volume of extra sales. The trends are easy to follow; 
what’s more, they have been considered by manufac- 
turers in making up their Fall lines, and you won't 
have any difficulty in finding the shoes to “go with” 
the clothes. 

What are the ready-to-wear trends that offer such 
admirable tie-ups? Well, here are the main points, as 
evidenced by a fashion show and clinic of infants’, 
children’s and teen wear held recently in New York 
under the sponsorship of Parents’ Magazine. 

The softer silhouette is, perhaps, most important of 
the recent developments in children’s wear. It is evi- 
denced most conspicuously in the rounded shoulder, 
as opposed to the exaggerated padded shoulder of recent 
seasons, in longer fitted torso lines, replacing the high 
tight waistline, and generally softer, easier fitting. This, 
it would seem, calls for shoes which are soft in con- 
struction as well as soft in appearance; shoes which 


are good looking, flexible and easy on the feet. Many 
manufacturers have developed shoes of this description, 
so soft and flexible that they can be bent or twisted 
without losing their shape. 

The military influence still remains important, with 
Sam Browne belt suits, middy styles, soft greyed blues, 


trench coat styles, brass buttons, all important. It is 
only natural that shoe manufacturers should develop 
shoes along this theme, and the military tendency is 
apparent in such types as monk patterns (very good 


sellers in most lines), plain toe bluchers, bootmaker 
finish, high polished tans, and military insignia. These 
last are expected to continue strong in coats and suits, 
and it is an easy promotional stunt to tie them up with 

[TURN TO PAGE 30, PLEASE] 


Above: Sweaters and skirts, and, 
the new long stockings are 
“Tricks for Teens,” as shown at 
recent style show held in New 


York by Parents’ Magazine. 


Left: Four shoes with a bit of 
a swagger. Clockwise, starting 
lower left—Modified Norwegian 
moccasin with ghiilie treatment 
in high polished tan; A. S. 
Kreider Shoe Co. Fringed kiltie 
tongue on an oxford with a 
masculine look; Dr. Posner. 
Two tones of tan in an interest- 
ing novelty type borrowed from 
the men; W..L, Kreider. Mas- 
culine moccasin oxford in an- 
tiqued tan with brass eyelets; 
Kali-sten-iks from Gilbert. 











Clothes and Shoes... 


Cue Your School Shoes to the Children's Fashion Trend. 
Tie Up With Important Themes—Military, Masculine, Peas- 
ant. Then You'll Sell Extra Pairs to Fashion-Minded Youth 


Above: These four models 
show the adaptability of plaids 
to the new Fall styles. Notice 


cowboy boots on girl at right. 


Right: Four good school types. 
Clockwise, starting lower left— 
Brown water buffalo, re 

with bootmaker finish, 

plain toe blucher; Poll ous 

from Roberts, Johuson & Rand. 

Novelty version of the classic 


by ANNE R. DAVID 


Two little dress-up types to please your young customers. 
Top: Elasticized brown suede and brown calf in an 
interesting strap pattern; Modern Age from Curtis- 
Stephens-Embry. Bottom: The naval influence is seen 
here in a blue crushed leather gored stepin with metal 
anchor insignia; Junior Deb from Pied Piper. 











oath moccasin, in four interesting ver- 

starting lower left 
"Lighsly stained moccasin three-eye- 
let blucher; Buster Brown. Brown 
elk blucher oxford with vamp over- 
lay; Terrier from Masterbilt, Five- 
eyelet blucher with stitched overlay 
end collar; Friedman Shelby. Mocca- 
sin oxford with tip extended to quar- 

ter seam: Endicott-Johnson. 


Back to School in Shoes for boys 


The Heavier Look Indicative of the Boys’ Shoe Picture for 


Fall; Much Broguing; Heavy Details. Antiquing and Bootmaker 


Finish Important. 


THE boys’ shoe picture for Fall leans toward the heavy look—even 
though the shoes themselves may be as light and flexible as it is pos- 
sible to make them. It has been said that every time there’s a war, 
shoes for men and boys tend to get heavier in appearance, with plentiful 
detailing. How true this is, we can’t say; what we can say is that it 
seems to work out in this season’s styles. 

The number one pattern in most lines is the moccasin oxford. Some 
of these are worked out in two tones of tan; some are in all-over tan or 
brown. Many have Norwegian tips; many utilize moccasin stitching 
or overlays. [TURN TO PAGE 30, PLEASE] 


Above right: Two shoes for steady 

selling. Top: Shark tip blucher ox- 

ford; Weatherbird from Peters. Bot- 

tom: The buckled monk, highly pol- 

ished; Poll Parrot from Roberts, 
Johnson & Rand. 


Three of the popular brogue types. 
Left: Antiqued blucher with notched 
welt, overweight leather sole; Ger- 
berich-Payne. Wing tip blucher,. pat- 
terned after a man’s shoe, with cor- 
dovan tip matching the rest of the 
upper; Crawford from Charles A. 
Eaton. Antiqued wing tip bal with 
wide extension edge; Skyrider from 
KBS Shoe Company. 





tures provide more than an 
attractive background for 
this department; they also 
lend a friendly atmosphere 
that’s a big help in selling 
children. 


Hobby Horse Keeps Kids Quiet 


This and Other Original Selling Ideas Have Helped Make 


Children's Shoe Department of Field-Schlick, Inc., St. Paul, 


Minn., Successful in Its Efforts to Appeal to Juvenile Interest 


THE children’s shoe department at Field-Schlick, Inc., 
St. Paul, Minn., is one of the most attractive and color- 
ful spots in the store. _ 

A black and white hobby horse with a bright red 
harness stands in the center of the friendly little room. 
It keeps kids quiet while they wait. Pictures are on 
the walls and on the backs of the sturdy walnut chil- 
dren's chairs. Well-lighted little display windows sepa- 
rate the children’s room from the main corridors of 
the store. A few pairs of brown and white .rubber 
boots, on the floor beside the chairs, add a decorative 
touch. ‘ 

All these decorative features are more than just a 
pretty background for the children’s shoe department. 
They actively help in making sales. Or they help the 
clerks to handle scared or protesting children. Some- 
times they do both! 

Those rubber boots, for instance, almost sell them- 


selves, says David J. Shearen, buyer for the department. 
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by MARY JUNE BURTON 


They are down within easy reach of the children, who 
often see them, fall in love with them, and beg for them 
of their mothers, without a word of salesmanship from 
Mr. Shearen or his staff. 

“How much are they?” sometimes runs the conver- 
sation. “Only two dollars, Mrs. Blank.” “Well—I'll 
take a pair.” 

“We make a lot of such sales when father comes 
along, to help buy his child’s shoes,” says Mr. Shearen. 
“It’s usually Dad who says, ‘Oh, let the kid have a 


7” 


pair. 
It’s easy for Mr. Shearen to call attention to the boots, 


without being obvious. When he wants to observe a 
child’s natural walk, he can suggest, “Go over and look 
at those rubber boots. See whose picture is on the 
side!” 

He’s had good results from other such casual displays. 
in novelty sheepskin moccasins or ski boots. 











DISPLAY 


Plus SUGGESTION 
Sells Rubber-Soled Shoes 


GLENDALE, Calif., which has well over 80,000 people, is 
getting over being considered just a bedroom for Los 
Angeles. The Lockheed Airplane manufacturing plant alone 
employs 29,000°men, and. in addition there are hundreds of 
smaller plants whose workers’ payroll keeps the city’s retail 
business on the up. A number of private and company air- 
plane schools are supplying their quota of trained workers 
for thousands of needed jobs. 

So much for the city. Let’s visit a few typical shoe stores 
to see what they are doing in furthering the sale of rubber 
soled canvas footwear. 

First stop is at the Chessney-Gagne family shoe store. 
There the proprietors told your reporter these interesting 
facts: “Every shoe store in town carries and stocks canvas, 
rubber-soled shoes. To promote this merchandise success- 
fully in our store, we depend on good selling windows and 








Right—Rita Giannelli, left, is a 
business girl, and Betty Jean 
Houke, right, goes to Glendale 
High School. Both are looking 
over the Chessney-Gagne window 
for ideas on vacation shoes. 





When Rita met her friend, Ruby Adams, all three 
went in to be fitted in vacation shoes. Salesman E. 
J. Funk, left, and the two proprietors, Jack Chessney, 
center, and Charles A. Gagne, right, in the three 
phases of making a sale—presentation, selection, fit. 
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Donald A. Neal, a mechanic at Aircraft Industries, Frank Bullock, a Junior College student buys a 
buys a beige side gore stepin to go with his slacks, blue canvas white soled shoe to wear in gym, 
and a pair of white rubber soled shoes for tennis playing tennis, and for all his active sports needs. 
wear. These match the pair bought by his girl L. S. Howell, manager of Webb Men’s Shop shoe 
friend, Eleanor Logan, at Webb’s Men's Shop. department, demonstrates the thickness of the sole. 


How the Shoe Merchants cf Glendale, Calif., Pro- 
mote Brightly Colored Specialties for Men, 
Women and Children from January to September 
and Rubber Soled Types for Tennis and Gym the 
Balance of the Year, Making a Steady Trade. 


good interior displays to a yreat extent. Yes, displays and 
suitable mention of this merchandise in with our regular 
newspaper shoe advertising. 

“Like many other family shoe stores, we depend on the 
suggestive method of selling to our regular customers for 
second sales or double headers on specialties. Pick-up sales 
come through good displays and seasonable promotions. We 
have found it profitable business to promote this merchan- 
dise here in Glendale from January to September, as there 
are always men, women and children interested in these 
bright-colored, good-wearing types of footwear. 

“During the balance of the year, the interest in this de- 
partment is kept up through promoting rubber-soled foot- 
wear for tennis and gym wear. [TURN TO PACE 43, PLEASE] 





“Come on, John, let's take sizes on these 

canvas shoes. It’s been three days since 

they're been sized and they appear all 

shot now,” preprietor James H. Helt 

of Helt’s Brownbilt Shoe Store tells John 
Olson, his assistant. 
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Price Administrator Henderson's Job 
Grows More Difficult as Congress 
Threatens to Balk at Curbing of Prices 
on Farm Products —Non-Defense Appropria- 
tions at All-Time High Despite Drastic Additions 
to Tax Burden. 










THE enterprising Federal Trade Com- 
mission has been angling for more 
defense work ever since the armament 
program got under way. The appoint- 
ment of a price administration commit- 
tee under OPACS in April gave the FTC 














its first chance to get its nose under the 
defense tent. Latest defense project 
thrown into its lap is Price Administra- 
tor Henderson’s request for an FTC in- 
vestigation of prices, costs and profits in 
the furniture industry. 






The agency was prompt to accept with 
the explanation that its. authority was 
more than ample to conduct the inquiry. 
Similar investigations may follow if other 
industries fail to go along with the 
request to refrain from instituting 
price increases without first consulting 
OPACS., 


* * 


Mr. HENDERSON, who appears more 
and more like the little Dutch boy at the 
dyke holding up a lone finger against 
over-powering odds, faces a tough battle 
in Congress to get his much-coveted price 
control legislation on the statute books. 

Indeed, Mr. Henderson already has 
aroused the ire of some members of Con- 
gress who feel that the price administra- 
tor is trying to usurp the powers of Con- 
gress in the matter of controlling prices. 
The Senate Agricultural Committee re- 
cently went on record in opposition to 
what it described as “piecemeal and dis- 
astrous price fixing” by the Henderson 
agency. A resolution unanimously adopt- 
ed by the committee asked Mr. Hender- 
son to put an end to his price fixing 
duties assigned by executive order until 
Congress acts on the subject. 

What the committee fears most, of 
ccurse, is that OPACS may fix prices on 
agricultural products that will not allow 
full parity value for the farmer’s dollar. 





a” + + 


THERE are some signs, however, that 
Mr. Henderson may be backing down 
from his earlier statements on pricing 
policy. Some observers detect a trend 
away from direct price control and to- 
ward avoiding inflation through a broad 
program of allocating civilian supplies. 
The Administration’s price czar even ad- 
mits that ultimately it may be in order 
to resort to “a semi-voluntary system to 
force citizens to divert some of their in- 
come to savings.” 

Another Henderson remark which has 
been interpreted as an “about face” atti- 
tude on his part is his recent reference 
to future wage demands which, he ob- 
serves, can no longer be absorbed in 
most defense industries out of savings 
resulting from full use of capacity. At 
the same time, he declines to say whether 
he desires wage-fixing legislation, denies 
that rising wages constitute “the biggest 
hole in the price ceiling.” 


° 2 = 


Mr. HENDERSON also points to the 
wholesale price index, recently advanc- 
ing at the rate of one point a week, com- 
ments that retailers cannot continue in- 
definitely to absorb increased costs, and 
praises merchandisers for their coopera- 
tion in absorbing many increases in 
wholesale prices. He said that this 
[TURN TO PAGE 47, PLEASE] 
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Ben Levy, center, poses with Gilbert Levy, left, manager 
of the Vanity Shop, and Hyman Levy, right, who man- 
ages Brown’s Booterie in Lexington. 


‘order Shoe Family_ 


BEN LEVY, OF BROWN'S BOOTERIE, LEXINGTON, KY., AND 
HIS TWO SONS OPERATE A NUMBER OF SUCCESSFUL SHOE 
STORES AND SHOE DEPARTMENTS. 


Brown’s BOOTERIE in Lexington, Ky., is another 
in our series of successful father and son shoe stores. 
It was founded by Ben Levy and Sam Chatoff in 1929, 
and moved across the street to its present location, 138 
West Main Street, in 1930. The entire store, both in- 
terior and exterior, was completely remodeled last year. 
One son, H. E. Levy, joined the firm as salesman in 
1931 and became manager in 1934. Gilbert Levy, the 
second son, joined the firm in 1934 and became man- 
ager of the Vanity Shop, a branch store, in 1936. 
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The expansion of the organization has been gradual. 
It is now operating Brown’s Booterie units in Knox- 
ville and Chattanooga, Tenn.; Arnold’s Shoe Depart- 
ment in Charleston, W. Va., and Brown’s Booterie and 
the Vanity Shop in Lexington, Ky. 

Ben Levy writes: “We are constant readers of Boot 
AND SHOE RecorperR and read every issue faithfully. 
All our salespeople read Boot anp SHOE REcoRDER 
and depend greatly on its contents for valuable in- 
formation and general shoe news.” 
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Rock Maple Last Blocks from carefully 
selected quarter- sawed logs are thor- 
oughly seasoned for more than two 
years in sheds, kilns and bins. 


Here the last block is shaped. The block 
revolves at a moderate rate while high- 
speed cutters accurately duplicate the 
intricate contours of the master model. 


After the turning operation the last sur- 
face is rough with heel and toe unfin- 
ished. It then goes to skilled craftsmen 
who trim, sand, polish and check all 
dimensions with minute exactness. 


There are two all-important factors in last making — 
STYLE and FIT. The precision with which our lasts are 
graded has earned for us the reputation of making 
the best-fitting lasts in all sizes and widths ever pro- 


duced in the history of the industry. 


UNITED LAST COMPANY . 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


July 12, 1941 
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Volume and Service Do Go 
Together 


Levy’s Department Store in Tucson, 
Arizona, has found that if you suggest 
another pair of the same style in a 
different color to your customers, ap- 
proximately one-third will buy. After 
a sale, Levy salesmen suggest another 
color for late in the season, as, for 
example, a black shoe if a lady buys 
a white during the Summer. 

If results fall off from the extra 
pair suggestion, Buyer G. F. Morales 
carries on contact work in the rest of 
the store. During spare time, he cir- 
culates around the rest of the store 
looking for satisfied customers. Greet- 
ing them in a friendly, casual fashion, 
he asks how the shoes are and sug- 
gests another pair in a different color 
as stocks are getting low. 

Buyer Morales has found that the 
suggestion of another pair but in a 
different color appeals to many peo- 
ple. Many of these contacts are re- 
sponsible for four or five pair sales. 

“I can’t agree that it is impossible 
to make any money on a sale if you 
spend over ten or fifteen minutes with 
a customer,” says Buyer Morales, 
“Real care in fitting and the right 
type of suggestive selling will often 
sell four or five pairs of $10.00 shoes 
to a single customer. Certainly such 
a transaction is a lot more profitable 
than‘a hurry-up sale of a single pair 
of low-priced shoes. 


“A lot of people have the idea that 


our vo through — 
mighty profitable volume at that.” 
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by JOHN 


Trade Scouts 


A large shoe store in a Midwestern 
town reports that it has built up 
its business considerably through an 
active promotion of new accounts. The 
store employs a young lady in each 
section of its trading territory to re- 
port trade prospects. Each month she 
sends in a list of new addresses of 
people who have moved out of her ter- 
ritory during the month, checks new 
tenants in apartment houses and 
housing developments. She usually 
makes friends with the mail men, 
delivery boys and real estates offices 
with profitable results. Upon receipt 
of such information, the store sends 
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“Wings” by Superba 
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out direct mai! advertising about the 
shoes it believes the prospect should 
be interested in buying. 
$° 4S 
Visibility: Helps Customers, 
Boosts Sales 


Shoe retailers who have open dis- 
play tables and shelves from which 
they want customers to pick up and 
handle shoes, handbags, etc., should 
be interested in the findings of super 
market merchants. 

The two most important factors to 
keep in mind for this form of mer- 
chandising are visibility and accessi- 
bility. It has been found that shelves 
and stands at eye level and arm level 
will always outsell lower shelving. 

Ease with which customers can see 
merchandise affects sales. The mer- 
chandise, its marking of price and 
style are considerations. It may be 
difficult to eliminate low displays, but 
it is easy to make these goods in- 
creasingly visible. As, for example, 
displays offering a head-on or front 
view, center island and side displays 
built in the step-back or pyramid 
fashion. 

As for accessibility, it has been 
found that arm-level displays produce 
maximum volume. Goods should be 
within easy reach. Customers do not 
like to stretch up on their toes or 
bend down to the floor. 


* * + 
“Fair Weather” Display 
There’s a shoe store in downtown 
New York City that has a unique fair 
weather display idea. 
Two rectangular glass cases—each 
about three feet wide by one foot deep 
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assures a display that can’t get 
by the eye of the majority of street 
shoppers. 
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“Sunshine Sandals.” 
(Krupp & Tuffly, Houston) 

* * #* 


Which Do You Prefer? 


Here are two attractive window dis- 
play ideas as used by the Thom McAn 
shoe store on west 42nd Street, New 
York City. 

In one window play shoes are dis- 
played against a background of bright 
green artificial grass. The grass be- 
ing used to cover circular mounting 
boards each about three foot square 
and the shoes are fastened directly in 
vertical position. In the other window, 
beach play shoes are displayed against 
a beckground of straw -colored roof 
thatch. Not bad! 


* * 


Calendars for 1942 
Probably one of the most effective 
selling agents for the money is the 
indoor billboard—the attractive calen- 
dar that hangs on your customer’s 


wall 52 weeks of the year and keeps 
your store’s name before the customer 
whenever he checks the date on the 
calendar, Now is the time of the year 
to make arrangements for your 1942 
calendars with your manufacturer or 
local printer so that you can begin to 
get them out to your customers and 
prospects beginning the latter part of 
September. A 10 by 16 inch calendar 
is a good size and we suggest a pic- 
ture with plenty of color at the top 
and your store name in strong letters 
at the bottom. 


* * 
A “Constant” Business 

We recently talked to the manager 
of a shoe department .whto told us 
that one of the most reliable barome- 
ters they have on the state of their 
business is a constant check on the 
number of people who enter their 
department each month and a com- 
parison of the number for the corre- 
sponding month for the previous two 
years. . 

They have found that business may 
be very profitable for one month, but 
the average number. of customers 
may have fallen off. This may mean 
nothing at the moment, but it often 
gives a hint of a still further falling 
off in the number of customers for 
the following month and a possible 
loss of profits. 

A decrease in the number of cus- 


tomers is the danger signal for the 
department to go into action. Sales 
promotion, pep talks, more advertis- 
ing, mailing lists, and a check with 
the business of similar stores in ‘the 
city, is the order of the day. 


* * * 
Two Proven Collection Letters 


“Dear M... 

May we have the courtesy of one 
moment of your time? It is a favor 
that we will sincerely appreciate. 

Our books, as evidenced by the 
statement enclosed, indicate an over- 
due balance of ——. 

Is this in keeping with your rec- 
ords? 

An addressed envelope is enclosed 
for remittance and response. 

Cordially yours.” 


“Dear M... 

We have delayed writing you re- 
garding the enclosed bill, feeling 
confident that settlement would reach 
us through the medium of our state- 
ment reminders. 

Settlement has not been received 
and as a result we regret to say that 
the obligation is substantially in ar- 
rears. This prompts us to solicit your 
consideration. Please send your check 
by early mail in the addressed en- 
velope enclosed and be assured of 
our appreciation for this attention. 

Cordially yours.” 





erly fitted or poorly made shoes. 


an abnormal one. 





We recently ran across a story about Bill Glashine 
in the Daily Argus-Leader of Sioux Falls, S. D., that 
should be of interest and use to shoe retailers. 

“Bill,” as he is known to thousands, has been adver- 
tising over a period of twenty years, always showing 
a picture of the back of his head with the added teaser 
— “Come in and meet me face to face.” 

Bill is a fanatic in that he wants shoes made of real 
leather and because he won't let a shoe go out of his 
store on a customer’s foot unless it FITS. 

He believes in catching his customers young and 
keeping their feet in perfect condition throughout the 
years. He has long subscribed to this motto: “There’s 
no such thing as foot trouble. It’s shoe trouble.” 

He thinks it’s a crime that three out of four school 
children have weak feet, due in most cases to improp- 


“Sometimes youngsters are fitted with shoes that are 
too short to conceal the fact that the shoe is too wide. 
Short shoes weaken the muscles of the arch and 
pretty soon the child, born with a normal foot, has 


“LEGENDARY ADVERTISING FIGURE 


Plugs for Good Shoes that Fit" 


STRAIN 


but short on fit. 


“CHILDREN’S FEET ARE UNDER GREATER 
THESE DAYS THAN 
FIFTY YEARS AGO THERE WAS NO PAVING 
AND FEW HARD SIDEWALKS FOR LITTLE PEO. 
PLE TO POUND AGAINST.” 


“You can wear a shirt or hat that’s too big or too 
little and it won’t do you any harm. But it’s different 
with shoes. Maladjustments of the foot caused by 
wearing shoes that are too big or little may cause 
trouble with other parts of the body.” 

“For years,” Bill points out, “the foot has been 
the most abused part of the body. 
pinched, squeezed, strained, and made to work against 
nature because far too many people have bought shoes 
—maybe even at a big price—that are long on style 


“And then eventually the feet rebel; they fight 
back at this kind of shoe. 
have come a long way since the days when sandals 
were worn. These contraptions weren’t much to look 
at, but at least they didn’t hurt the foot.” 


EVER BEFORE. 


It has been 


In short, they get sick. We 
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Boys’ Shoe Window Brings Results 





This clever boys' shoe window, designed and built by Tom Thedford, display man- 

ager, and J. L. McCollum, shoe buyer for Miller Bros., Chattanooga, Tenn., fea- 

turing Skyrider shoes for beys, proved to be one of the most effective displays of 

boys’ shoes the store has ever used. Filled with juvenile interest, it attracted 
instant attention from the boys of Chattanooga. 





Back to School in Shoes for Boys 


[CONTINUED FROM PAGE 20} 


In keeping with the trend toward 
heavier shoes is the prevalence of 
broguing. Brogue types are an impor- 
tant part of most boys’ shoe lines for 
Fall, 1941. There’s plenty of pinking 
and perforation to be seen; and plenty 
of heavy-looking tips—wing or straight 
—with, in many cases, medallion per- 
forations. Bluchers are extremely im- 
portant in this type; bals are also 


very good. 
Buckle Monks and Plain Toes 


The buckled monk is still in the pic- 
ture as a novelty, and is a direct evi- 
dence of interest in the military, since 
its popularity stems from the buckled 
monks worn by army and navy flyers. 
And the plain toe blucher—with inspi- 
ration arising in the boots worn by 
army officers—is another evidence of 
interest in this direction. 

Browns and tans are, of course, the 
leading colors. Often they are an- 
tiqued, to bring out the pattern of a 
perforation or merely to darken them 
and give them a “handled” look; often 
they are treated with bootmaker finish, 
to give them a custom look. This finish 
provides a darker luster to the leather, 
but does not blacken details; it contains 
no lampblack. Often the leathers are 
given a high polish which makes them 
resemble the shiny shoes and boots of 
army officers. 

Smooth leathers are especially good, 
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since they take antiquing and boot- 
maker finish, as well as a very high 
polish. But grains are also important, 
particularly in the heavier types, and 
boarded or shrunken leathers are to 
be found in many lines, in many types 
of shoes. 

An interesting point arises in con- 
nection with the Defense Program. It 
is expected that leather soles will gain 
in importance, with an accompanying 
diminishing of crepe rubber soles. Com- 
position rubber will remain important, 
however. The reason? Because of the 
war situation, rubber has been put ‘on 
the priorities list, and soles which are 
almost entirely latex (pure rubber), as 
are most crepe rubber soles, will be 
scarcer than hen’s teeth. 

Lasts are full, and the plateau or 
walled last is extremely good. It lends 
itself well to moccasin treatments. 
This last, originating in men’s shoes, 
was taken up by women’s shoe manu- 
facturers, and was finally adopted by 
manufacturers of children’s and boys’ 
shoes. It is particularly good in all of 
these fields at the present. 

It is apparent, from a study of the 
boys’ shoe field, that this season’s styles 
do not differ radically from those of 
the past Fall and Winter season. The 
same broad general outlines are fol- 
lowed; there is a slight difference, 
however, in details here and there, and 
in feeling—witness the growing popu- 
larity of the heavier type of shoe. 





The School Bell Rings 


[CONTINUED FROM PAGE 18] 


shoes carrying the same insignia. 
You'll see chevrons, eagles, stars, an- 
chors on the coat and dress sleeves of 
your young customers. You can match 
these with the same insignia on fold- 
over tongues—we’ve seen any number 
of smart shoes with similar treatment. 
And you’ve a natural promotion almost 
ready-made for you on the military 
theme—why not promote the color 
Sam Browne. It’s one of the popular 
tan shades on the Fall leather color 
card, and it will go beautifully with 
Sam Browne belted suits, R. A. F. 
blues (in a new  blue-with-brown 
theme), and all the rest of the military 
regalia. 

Continuing in importance in the chil- 
dren’s clothing field, and even growing 
in importance, is the masculine influ- 
ence. Young girls will be borrowing 
all sorts of tricks from their brothers 
and boy friends. They’ll be wearing 
the short, boxy foat which is the pride 
of their menfolks, and wearing it with 
a swagger that does it true justice. 
They'll be wearing coats belted and 
vented in the back, reversibles, double- 
breasted models, coats with zip-in lin- 
ings. They’ve stolen from the boys 
the very masculine waistcoat, and 
they’ll be wearing it with suits, so 
that young ladies’ suits this Fall must 
have a waistcoat in addition to the 
usual skirt and jacket. They'll also 
be wearing tailored suits with slacks, 
and we mean well-tailored slacks of 
woolen, flannel, corduroy, etc., worn 
with a beautifully cut and tailored 
jacket, and a waistcoat! Which means 
that you’ll find a ready-made market 
for your shoes if you promote man- 
nish styles to wear with these man- 
nish clothes. Try promoting broguey 
types, with lots of pinking, perfora- 
tions, medallion tips, substantial soles, 
square walled lasts, brass eyelets, kiltie 
tongues, medium tans, antiqued or 
treated with bootmaker finish until 
they have a luster in which you can 
see your face. And watch your sales— 
they’ll skyrocket. Your mannish details 
need not be limited to sport and every- 
day types. We’ve seen plenty of dress- 
up shoes on wide full toe lasts and 
very low heels—8 /8 or lower—that are 
extremely smart and would delight the 
hearts of many a young customer. 

Mother and daughter influence is con- 
tinuing in importance, and many re- 
tailers have already tied in with this 
theme. If you haven’t done so yet, 
don’t you think it might be worth a 
try? 

One of the newer influences this Fall 
is the peasant trend in clothes for the 
young girl. You'll see plenty of dirndl 
skirts, appliqued hemlines, peasant em- 
broidery, square necks, and multicolor 
costumes—two and three colors in one 
dress. To wear with these you can 
suggest side lace ties, modifications of 
the Norwegian moccasin, colored cord- 
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SALES ARE MADE OR LOST 
AT THE FITTING STOOL. 





© No shoe is any better than the skill of 
the man at the Fitting Stool in fitting 
and selling it, the right shoe at the 
right time in the right sizes and widths 
— Now is size-up time. 99 
Quotes Boot & Shoe Recorder 











The number of outstanding 
G/T Sole Stitching Machines 
— Model C reached an all-time 
high in March and April of this 
year with a resultant record- 
breaking production for these 
same months. 


Underlying these figures is a 
basic reason in the fact that 
more manufacturers than ever 
before are finding it advanta- 
geous to solve a variety of 
sole-attaching problems by 
the use of this machine and 
its lockstitch seam. 





(GAC SOLE STITCHING 
MACHINE—MODEL C 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS. 
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Notables Greet Ohio Leather Flight Guests 


Above photog 


taken at LaGuardia Field just prier to taking off of United Air- 


pa Mainliner aoe tor new airport at Youngstown, July 1, shows, left to right: Front 
Miller, |. Miller & Sons; George H. Mealiey, Ohio Leather Company; 
Everit B. Terhune, Sr.; Mayor Fiorello H. LaGuardia; Bronx Borough President 


James J. Lyons. Back row—L. E. Langston, executive vice-p 


resident, National Shoe 


Retailers Association; Esther Lyman, Harper's Bazaar; Doris V. Beechman, fashion 
advisor, Ohio Leather Company; Frances Scully, Vogue; Miss Margaret Swanson 
and Mrs. Winifred J. Ovitte, of Women's Wear. 


NEw York—Guests who enjoyed the 
hospitality of the Ohio Leather Com- 
pany on the occasion of the flight on 
July 1 from LaGuardia Airport to the 
new airport at Youngstown, Ohio, were 
enthusiastic in their praise of the orig- 
inality of the idea and the clocklike 
precision with which all of the details 


were handled by George H. Mealley 
and Miss Doris V. Beechman, fashion 
advisor, for Ohio Leather Company, in 
New York, and by Victor G. Lumbard, 
president of the company, and other 
executives at Youngstown and Girard, 
Ohio. 

[TURN TO PAGE 34, PLEASE] 


This advertisement appeared in the Youngstown Vindicetor of July 
opening of new airport was featured. 


July 12, 1941 











MABEL E. BAKER 


oS Manager 
HEALTH SPOT SHOE SHOP 
:~"* 209 W. Colfax Ave. 
South Bend, Indiana 


When Miss Baker joined the 
Health Spot organization, she had 
a background of many years’ ex- 
perience fitting and selling Health 
Spot Shoes. 


Her success as manager of the 
Health Spot ‘Shoe Shop in South 
Bend reflects this preliminary 
training, plus hard work and con- 
scientious effort. 


Month by month she is increasing 
the volume in this store, and at 
the same time increasing her earn- 
ings (based on a regular salary 
end a liberal share of the profits). 


You do not have to make an in- 
vestment to operate a Health Spot 
Shoe Shop. 


Your own ability to get along 
with customers, combined with the 
satisfactory results that Health 
Spot Shoes give, will build cus- 
tomer following and good-will. 
As the store’s volume grows, prof- 
its go up and se does your in- 
come. 

If you have plenty of energy and 
enthusiasm and can furnish satis- 
factory references as to character 
and past employment, send for an 
application blank today. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 

































































SHOE FORM CO. INC. 
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TRE-ETTES 





Put "Swank 
INTO SHOE DISPLAYS 


No matter how well styled your men’s fine shoes may be, they 
need the accent of attractive trees for maximum sales appeal. 


Fairy Form TRE-ETTES add extra richness and selling power 
to any display of men’s shoes. They compel personal comparison 
that awakens the urge to buy, and create an impression of higher 
quality that makes hesitant shoppers decide. 


Fairy Form TRE-ETTES are light in weight and easy to use. 
Their cost is slight yet they yield nothing in appearance to costly 


cabinet woods. Made in glossy black with chromium trim or in 
subdued mahogany with brass plate and knob. 


Add dollars to the eye appeal of your 
men's shoes with TRE-ETTES. Write today 
for illustrated catalog with prices. 


AUBURN, N.Y. 











Notables Greet Ohio 
Leather Flight Guests 


[CONTINUED FROM PAGE 33] 


Taking off from LaGuardia Airport 
at 10 o'clock, the plane arrived at 
Youngstown about noon and the party 
was met by a reception committee 
headed by President Lumbard and 
Mayor Spagnola and including Judge 
Charles Smith, Fred H. Becker, vice- 
president of Ohio Leather Company; 
Philip Schaff, vice-president and trea- 
surer of the company; Roland R. Simp- 
son and Lester F. Peabody, department 
heads; Jack F. Murphy, representative 
of the Boston office; Bert Lustig, a 
prominent shoe retailer of Youngstown, 
and various city officials. 

The party left the airport in motor 
cars with police escort for Youngstown 
Country Club, where luncheon was 
served. President Lumbard introduced 
a number of the guests and company 
officials for brief talks, and then in- 
spection was made of the tannery at 
Girard, so that the guests might ob- 
serve the modern scientific processes 
used in the manufacture of the leather 
and see specimens of the finished prod- 
uct. 

Returning to the airport, the party 
was given a friendly farewell by a 
large group of representative .business 
men, and the plane took off at 5.15, 
arriving in New York at 7.p. m., when 
an enjoyable banquest was given by 
Mr. Mealley in the private dining room 
at LaGuardia Airport. 





New Shoe Department 
In Syracuse Store 


Syracuse, N. Y.—Completely mod- 
ernized and with much additional space, 
a new department for women’s foot- 
wear was opened the last week in June 
by E. W. Edwards & Son on the second 
floor of its department store here. 
Harry Sherman is manager of the de- 
partment, with a force of ten to handle 
its increased business. ; 

The remodeled department is spa- 
cious, of the salon type, and soft light- 
ing effects add to the attractiveness of 
footwear as it is displayed in shadow 
boxes about the walls and as it is 
brought from the stockroom for inspec- 
tion by customers. 





Store Holds Housewarming 


PORTLAND, ORE.—With space doubled 
and attention focused on its shoe de- 
partment more than ever, Rosenblatt’s, 
under the management of Huse Chas- 
tain, staged a housewarming and re- 
ception that culminated a $75,000 pro- 
gram of improvements undertaken this 
Spring. The store has been entirely 
modernized at Broadway & S.W. Wash- 
ington Street. The Open House Cere- 
monies were from seven to ten p.m. 
with many persons attending the pre- 
vue of the store, with a fine stock of 
men’s footwear in nationally advertised 
lines, 
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THIS WEEK IN T 


* NATIONAL NEWS * 


Army Buys Million Pairs of Service Shoes 





Prices Substantially Higher than Those Paid in April When 
Last Sizeable Purchases Were Made 


Boston, Mass.—Apparently content 
with the results of bidding on June 19, 
the Army Procurement Division on 
July 1 announced through the local 
Quartermaster Depot awards of con- 
tracts to make 1,000,008 pairs of army 
service shoes and 303,916 pairs of shoes 
for the Civilian Conservation Corps. 
Prices on the service shoes were sub- 
stantially higher than those paid late 
in April when the last sizable purchase 
was made. The April price ranges were 
$3.12 to $3.40 on leather-soled shoes 
and $3.13 to $3.171 on composition-soled 
shoes, as compared with current prices 
of $3.29 to $3.51 on leather-soled foot- 
wear, and $3.225 to $3.36 on shoes with 
composition soles. Successful bidders 
were: 

Service shoes (leather-soled)—J. F. 
McElwain Co., Nashua, N. H., 36,000 
pairs at $3.29. W. L. Douglas Shoe Co., 
Brockton, 36,000 at $3.42. Endicott- 
Johnson Corporation, Endicott, N. Y., 
36,000 at $3.425. General Shoe Corpo- 
ration, Nashville, Tenn., 40,000 at $3.43. 
International Shoe Co., St. Louis, 150,- 
000 at $3.44. Hil! Bros. Co., Hudson, 
Mass., 36,000 at $3.48. Belléville Shoe 
Mfg. Co., Belleville, Ill., 50,000 at 
$3.495. Weyenberg Shoe Mfg. Co., 50,- 
000 at $3.49. Craddock-Terry Shoe 
Corporation, Lynchburg, Va., 36,000 at 
$3.49. Doyle Shoe Co., Brockton, 36,000 
at $3.505. E. J. Givren Shoe Co., Rock- 
land, Mass., 30,008 at $3.51. 

Service shoes (composition soled)— 
Endicott-Johnson Corporation, 36,000 
at $3.225. Allen-Squire Co., Spencer, 
Mass., 36,000 at $3.28. Joseph M. Her- 
man Shoe Co., Boston, 150,000 at $3.31. 
Brown Shoe Co., St. Louis, 50,000 at 
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Dates to Remember 


Charlotte Shoe Fair, Hotels en 
lotte and Selwyn, Charlotte, N 
July 13, 14, is; "1941 
Buffalo Fall Shoe Show, Hotel Stat- 
ler, Buffalo, N. Y. July 13, 14, 1941 
First Annual Baltimore Fall "Shoe 
Show, Lord Baltimore Hotel, Bal- 
timore, Md. July 13, 14, 15, 1941 
Golf Tournament Boot & Shoe 
Travelers Association of New 
York, North Hills Country Club, 
Douglaston, L. I. July 24, 1941 
Annual Outing Buffalo Shoe Retail- 
ers Association, Walker’s Grove, 
Williamsville, N. Y. August 13, 1941 
Official Opening of American 
Leathers for Spring, 1942, Tan- 
ners’ Council of America, Wal- 
dorf-Astoria Hotel, New York. 
September 15, 16, 1941 





$3.31. Shelby Shoe Co., Salem, Mass., 
50,000 at $3.32. Cannon Shoe Co., Mc- 
Sherrystown, Pa., 36,000 at $3.33. Hol- 
land-Racine Shoes, Inc., Holland, Mich., 
40,000 at $3.33. Daly Bros. Shoe Co., 
Boston, 66,000 at $3.36. 

C.C.C. shoes (leather-soled) — Can- 
non Shoe Co., 36,000 at $3.52. Endicott- 
Johnson Corporation, 25,000 at $3.525. 
International Shoe o., 15,908 at $3.57. 

C.C.C, shoes (composition-soled) — 
Brown Shoe Co., 100,000 at $3.31. In- 
ternational Shoe Co., 29,092 at $3.33. 
Joseph ©“. Herman Shoe Co., 76,908 at 
$3.34. Endicott-Johnson Corporation, 
20,908 at $3.345. 

Miscellaneous footwear awards have 
been announced as follows: 


SATURDAY ® 
JULY 12, 1941 * 


W. L. Douglas Shoe Co., two lots of 
army garrison oxfords for flying cadets 
at $3.15 and $3.25, totaling 11,000 
pairs; and George E. Keith Co., one lot 
of the same shoes, totaling 4000 pairs 
at $3.63. It is rumored that a consid- 
erable quantity of these shoes will be 
ordered in the near future to supply 
all enlisted and drafted men in the 
regular army. 

Other awards include one to the Hood 
Rubber Co., which will make 1,800 pairs 
of arctics for army nurses, at a price 
per pair of $1.02; and to the Inter- 
national Shoe Co., which will manu- 
facture 5286 pairs of logger-type leath- 
er boots for the C.C.C., at a price of 
$4.78 per pair. 


Shoe Man Gets High 
Masonic Office 


SPOKANE, WasSH.—Otto Warn, well- 
known Spokane shoe retailer, was in- 
stalled as deputy grand high priest of 
the grand chapter of the Royal Arch 
Masons of Washington, recently at a 
convention of that organization in 
Tacoma. Next year, Mr. Warn will be 
elevated to grand high priest. 

Mr. Warn operates the Warn Shoe 
store here and is a past president of 
the Spokane Retail Shoe Dealers. 


Attends Opening 
Of Men’s Store 


Syracuse, N. Y.—Robert Cook of the 
A. E. Nettleton Company, makers of 
footwear, flew to Dallas, Tex., to be 
present at the opening of the Neiman- 
Marcus men’s store in that city recent- 
ly. The store has long been one of the 
leaders in the South in retailing 
women’s epparel, including shoes. 

L. A. Wallace and H. Nicholas Parker 
of the store were here in arranging for 
installation of a stock of Nettletons. 
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20-Year Employees Honored at Freeman Anniversary Banquet 


Twenty-eight men and women who have served the Freeman Shoe corporation since its incorporation in June, 1921, 


attended a 20th anniversary 


trude Zemple, Thirzah Lockwood, Irene Van Keuren, May Johnson, H. C 
Lynch, and Ann Riemer; second row, Edith W 
George Rockwell, Bessie Vallee, Earle Bugge, 


banquet at the Hotel Hilton Tuesday, June 24. They are: front row, left to right, Ger- 
Freeman, R. E. Freeman, Norma Thiel, Frieda 


. George Fiese, Henry Heim, Fred Gierloff, Henry Lamb, Alma Tooley, 
Swanson, Anthony Amato, Cyrie! Pollentier, and 


Frenk Larkin; 


beck row, Ervin Smith, Clarence Fell, Ray Quackenbush, Frank Letheby, Gladys Frayer, and William Mayhew. C. S. 
Craney, New York salesman, who also has been with the company for 20 years, was unable to be present. 


BeLoiTr, Wis.——-Employees of the 
Freeman Shoe Corporation who have 
served the company since its incorpora- 
tion 20 years ago on June 21, 1921, 
were honored June 24 at an anniversary 
party tendered by R. E. Freeman, presi- 
dent, and H. C. Freeman, first vice- 
president, of the company. 

Besides the Messrs. Freeman, 27 men 
and women have been with the com- 
pany since its organization; and of 
these only C. S. Craney, New York 
salesman, was unable to be present. 

A big birthday cake with 20 candles 
decorated the table, but the anniver- 
sary affair was strictly “an informal 
gathering.” 

Both “Ed” and “Hod” Freeman re- 
viewed briefly the history of the com- 
pany and extended congratulations to 
the 20 year members of the Freeman 
family. Henry Heim led the group in 


some good, old-fashioned singing. And 
everybody talked “old times.” 

The high pvint of the evening was 
reached when H. C. Freeman presented 
each employee with a diamond pin and 
$100 bill as tokens of the company’s 
appreciation for 20 years of loyalty 
and service. 

The “20-year-olds” today proudly 
displayed their pins, which are of gold, 
with a diamond set, and which bear the 
inscription, “Freeman Shoe Corp. 20 
Years Service.” 

Of the 29 men and women who have 
been with the Freeman company for 
20 years, all except Frank Larkin, Wis- 
consin salesman, and Mr. Craney are 
Beloit residents. They are: H. C. Free- 
man, R. E. Freeman, Ervin Smith, 
Frank Larkin, Norma Thiel, Tony 
Amato, Henry Heim, Ann Riemer, 
Thirzah Lockwood, Edith Wright, 


Bessie Vallee, Frieda Lynch, Gladys 
Frayer, Irene Van Keuren, George 
Rockwell, Henry Lamb, George Fiese, 
Fred Gierloff, Clarence Fell, William 
Mayhew, Fred Swanson, Frank Lethe- 
by, Ray Quackenbush, May Johnson, 
Cyriel Pollentier, Earl Bugge, C. S. 
Craney, Alma Tooley, and Gertrude 
Zemple. 

An open house for all Beloit resi- 
dents is being planned at the two Free- 
man factories here in connection with 
the company’s 20th anniversary, R. E. 
Freeman, announced today. The open 
house will be held some time in mid- 
July and visitors will be conducted 
through the plants which will be in full 
operation. 

“We want to show the public just 
how a pair of shoes is made,” Mr. 
Freeman said. 





Margaret H. Rorke Again 
Directs Color Card Group 


New York — At the twenty-sixth 
annual business meeting of The Textile 
Color Card Association held recently, 
Margaret Hayden Rorke, managing di- 
rector, read her report summarizing 
the organization’s activities for the past 
fiscal year. Mrs. Rorke recalled that 
the association was founded in 1915 
during the first World War to create 
colors for American industry, then cut 
off from European fashion and dye 
sources. Now, during the second World 
War, after a quarter of a century of 
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efficient service and constantly growing 
activities, the association is demonstrat- 
ing its ability to continue satisfying 
the color needs of American industry 
without the influence of Europe. Mrs. 
Rorke paid warm tribute to France for 
her great creative genius which enrich- 
ed the world for centuries and ex- 
pressed the hope that she would soon 
again regain her rightful place in the 
sphere of art and fashion. 

Mrs. Rorke was re-elected secretary 
and managing director of the associa- 
tion. Other officers were re-elected as 
follows: President, Charles Pinnell, 
Merrimack Mfg. Co.; first vice-presi- 


dent, Roy E. Tilles, Gotham Silk 
Hosiery Co.; second vice-president, 
Armand Schwab, Armand Schwab & 
Co.; treasurer, Carl E. Kempf, Brew- 
ster Hat Co. 


Canadian Raw Hide 


Stocks Down 


MONTREAL, CANADA—Stocks of raw 
cattle hides in Canada held by tanners, 
packers and dealers totaled 472,093 
May 31 compared with 488,846 April 30 
and 667,272 May 31, 1940, the Dominion 
Bureau of Statistics reports. 
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International Issues 
Semi-Annual Statement 


St. Louis, Mo. — The semi-annual 
statement ‘for the six months ended 
May 31, 1941, has been issued by Inter- 
national Shoe Company, here. Net in- 
come for the period amounted to $2,- 
750,812, as against $2,891,335 for the 
corresponding period a year ago. Earn- 
ings amounted to 82 cents per share, 
against 86 cents a share for the same 
period in the previous year. Net sales 
were $51,997,538, compared with $42,- 
297,782 for the same period in 1940. 

In his statement to the stockholders, 
Byron A. Gray, president of the com- 
pany, said: 

“Since early in the year, there has 
been an extremely heavy demand for 
shoes from both the retailer and the 
ultimate consumer, The company’s fac- 
tories have run at near capacity for 
some time and their production in the 
first half year exceeded that of any 
previous similar period. A substantial 
daily output of government shoes was 
maintained throughout the six months 
and, in addition, more civilian shoes 
were manufactured than in any corre- 
sponding period. 

“While some increases in shoe prices 
have been general in the industry dur- 
ing the past season, they have not kept 
pace with the increased cost of hides, 
leather and other items—the result be- 
ing a narrowing of the margin of profit 
to the manufacturer. Consistent with 
its established policy, our company has 
avoided speculative buying of materials 
and has maintained as low prices on 
its shoes as costs would permit. 

“Our salesmen are now taking or- 
ders for Fall shoes—orders already re- 
ceived and the rate at which they are 
being placed indicate a large volume of 
business for the remainder of the year. 
It is becoming increasingly difficult to 
secure leather and other supplies with- 
out serious delay. Every effort is being 
made to meet our customers’ require- 
ments and to render the best service 
possible under existing conditions. 

“The steady operation of our fac- 
tories with almost no interruption of 
employment is gratifying and we are 
hopeful that this may continue through- 
out the year.” 


Hosiery Featured 
In Clearance 


SPOKANE, WasH. — The Crescent, 
Riverside and Main Street, this city, 
moved an avalanche of nylon hosiery 
through its downstairs department this 
week, with a drive supported by exten- 
sive sales promotion and advertising. 
In the first big nylon sale in the city, 
6000 pairs brought out the bargain 
hunters. The Summer clearance fea- 
tured 30 and 40 denier weight in vari- 
ous lengths. Extra salespersons were 
put on the sales staff for the benefit 
of the crowds of stocking shoppers. 
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How much was your gross profit today? 


SucH a question is easy to answer with 
the new, low-priced Class 200 National 
System. For it furnishes you a means 
of recording your cost price at the time 
the retail price is rung up. Only the 
retail price is made public in the indica- 
tion panel . . . but on the locked-in 


| detailed audit strip there is a printed 


record of both . . . your cost price and 
retail selling price. 

But there’s more to this printed 
record. By a revolutionary new princi- 
ple known as “selective column print- 
ing” the register will departmentize 
transactions such as men’s shoes, 


women’s, children’s rubbers, hosiery, 
findings, etc: into as many as eight 
classifications. Thus you can also tell 
which classification is the most active 
each day . . . in addition to knowing 
your daily gross profit. 

“But is such a system costly?” you 
ask. No, that’s one of the best features. 
We would like you to know more about 
this revolutionary system, so why 
don’t you send in the coupon and we'll 
give you the surprise of your life when 
you see how complete this system is 
and how little it costs. Don’t wait. 
Send the coupon today. 


The National Cash Register Company 


DAYTON, OHIO 
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Workshoes 


In Boery 


ROBERTS-HART : 
KEENE, N. H. 
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Children's Shoes 
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The C. A. Haines 
Shoes for Children 


IN STOCK 


oo. to "$3.00 
Pec, o-8 
BCD, 8&%-! 
BCD, all colors 


Flex-A-Proved Cushion 
construction, soft and 
smooth inside, scientif- 
ieally designed; all 
leather. Write for Cata- 


SUPERIOR SHOE CO., 


508 S. Peoria St. 
also carried 'n stock by 
American Shoe Co., S. Freiburger & Bro. Co. 


251 W. Jefferson St., 119-121 E. Columbia St., 
Wavne, 'otane 


Detroit Fort 
Jayson Shoe Co. . . . Los Angeles, Cal. 


$2104 
White Elk 


Chicago 








To Open Shoe Department 


Houston, Tex.— A Brownbilt shoe 
department will open in the newly con- 
structed White House at 2525 Uni- 
versity Boulevard, an exclusive suburb 
of Houston. Joe Reinhardt is manager. 
Medium priced lines will be carried for 
the entire family. 

Charge accounts will be carried in 
this new store. This store is owned 
by the Boston Shoe Store, Jesse Ruben- 
stein, owner. 


Opening New Store 


Houston, TeEx.—The Shoe Market is 
opening a new store at 514 Broadway 
in Harrisburg, a suburb of Houston. 
This will be the second store operated 
by the Shoe Market. Frank Ruben- 
stein, co-owner with J. Nachlas, will 
manage the new store. Medium priced 
shoes will be featured, and it will be a 
family store, near the Ship Channel. 

The Shoe Market store at Dowling 
and Pierce has been remodeled, and 
modernized. J. Landau is manager. 
This store will carry a complete line 
of medium priced shoes for the family, 
Mr. Nachlas said. 
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Crude Rubber Supply 


Curtailed 


New York—tThe following letter re- 
lating to curtailment of crude rubber 
supply has been sent by the United 
States Rubber Company to all of its 
customers: 

“From the beginning of the emergen- 
cy in which our country finds itself, the 
policy of our company has been ‘all-out’ 
willingness to do whatever is required 
in furthering national defense. Up to 
the present time we have delivered vast 
quantities of products vital to the de- 
fense effort, and at the same time have 
endeavored to give the type of service 
to which our regular customers have 
become accustomed. 

“Because rubber is so vital to na- 
tional defense, and also enters into 
every phase of civilian activities, the 
Priorities Division of the Office of Pro- 
duction Management has just issued 
‘General Preference Order No. M-15, to 
conserve the supply and direct the dis- 
tribution of rubber.’ Under this order 
deliveries of defense business, present 
and future, take precedence over all 
other orders. 

“Current consumption of crude rub- 
ber in the United States is at the rate 
of approximately 70,000 tons a month, 
but the supply of crude rubber to be 
made available to the entire industry 
during the last six months of 1941, 
covered by the order, will be restricted 
to 56,400 tons for the month of July, 
1941, declining gradually to 45,600 tons 
for the month of December, 1941. And 
defense business, which is using in- 
creasing amounts of crude rubber, must 
be taken care of first out of this re- 
stricted supply averaging about 50,000 
tons a month. 

“This curtailment in the available 
supply of crude rubber will make neces- 
sary drastic reductions in our produc- 
tion, resulting in inability to give our 
usual service to regular customers. 

“We will do everything within our 
power to meet, so far as possible, the 
requirements of the loyal customers who 
have contributed to the growth of our 
company, and we know that under the 
circumstances we can count upon your 
cooperation, particularly in limiting fu- 
ture orders during the emergency to 
actual requirements.” 


Receives Thanks 
For Shoe Donation 


RocHESTER, N. Y.—When Alphonse 
J. Mark, Jr., young son of Mr. and 
Mrs. Alphonse J. Mark, donated his 
pair of shoes in the “Barrels of Shoes 
for War Refugees” campaign instituted 
by Boot aND SHOE REcoRDER, for which 
the John W. Wiley Shoe Store made 
collections, he put his name and address 
in them. Then they were sent to Eng- 
land. 

Now he knows, through receipt of a 
letter of gratitude, how much they 
meant to a little boy in that war-torn 
country; how much the contribution 
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Wrat are you doing to get 
the parents of those youngsters 
who are growing out of infants’ 
sizes to bring their children into 
your juvenile shoe department? 
What is more logical than to of- 
fer them the same make of 
children's shoes they are familiar 
with—the line most widely sold 
in baby shops from coast to 
coast? Mrs. Day's Ideals is the 
“made-tc-order" line, with scien- 
tifically-designed, smartly-styled 
flexible walking shoes in the 5 
to 8 sizes that helps you solve 
the problem of customer turn- 
over by attracting new business 
to balance the loss of older chil- 
dren as they graduate to adult 
departments. We'll send a cata- 
log and have a salesman call if 
you say the word. 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 
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was appreciated. The letter, which was 
from Mrs. D. Rees of Mayhill, Swansea, 
England, follows: 

“Just a few lines to show my ap- 
preciation of your kindness toward 
Swansea people. My little boy, 8, was 
given a pair of shoes, and there was 
your address in one of the shoes, so 
I should like to thank you very much. 

“My little girl and boy were evacu- 
ated this week. We have been having 
a trying time. The children need rest 
badly. 

“I have two sons serving with the 
forces and.my husband is a cripple. I 
should like you to know, after what 
we have been through, that we are still 
keeping up our spirit.” 


\% 
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Back-to-School Promotions 


FROM the time kids start back to school until the holi- 
day season rolls around, there’s a splendid opportunity 
for shoe merchants to engage in peppy programs that 
help keep the cash register humming. 

Samples of successfully conducted Fall campaigns are 
succinctly told in the following paragraphs: 

For Going Back-To-Schoolers—Ed. Schuster & Co., 
Milwaukee, operator of three department stores, placed 
at the disposal of students a college board of ten young 
ladies from six prominent schools to answer any puz- 
zling questions concerning proper campus wearing ap- 
parel from head to footwear. Each girl was featured 
in separate newspaper copy giving tips on what was in 
vogue at their respective colleges. 

T. A. Chapman Co., Milwaukee department store, 
offered harassed students both a campus club co-ed coun- 
cil and a men’s campus council, the former comprised 
of 11 seasoned college and high school belles and the 
latter of five prominent college men and a graduate 
councillor. The co-ed council presided in the Campus 
Club on the store’s second floor and the men in the Uni- 
versity Lounge on the first floor. Both groups got to- 
gether at a Campus Club Night Fashion Show on a Fri- 
day night at 8 o’clock at the store with music by a popu- 
lar local orchestra. 

The Boston Store, Milwaukee, presented a “Battle of 
Sexes” fashion show in its sixth floor air-conditioned 
restaurant on a Monday afternoon at 3:30 p.m. with 18 
college-bound men and women models participating. 
Admission was free and a local radio announcer served 
as master of ceremonies. 

Brills, Inc., operator of two Milwaukee men’s shops, 
had eight key lads from Milwaukee high schools on 
hand to greet those seeking college apparel and footwear 
knowledge. In addition, the firm staged a “Back-to- 
School Kickoff” style show at the Schroeder Hotel, which 
attracted nearly 2000 Milwaukee and suburban high 
school students. Shoes and clothing were modeled by a 
group of students and members of the Milwaukee Chiefs 
football team were introduced to the enthusiastic group. 

Zahns, Racine, Wis., department store, offered free 
gifts with back-to-school purchases in its boys’ and 
girls’ department for a two-week period ending Sept. 7. 
Gifts ran from indoor baseballs to school bags and were 
dependent upon the amount of purchases ranging from 
every $5 to $15. 

Safety Contest—This is always a good promotion on 
the eve of the opening of school. One mid-Western 
firm donated an engraved bronze pin and a cash award 
each week to the cyclist performing some unusual act of 
courtesy or in the interest of safety during the week. 
The safety program was conducted in co-operation with 
the local police, 

Jumbo Window Displays—Harry S. Manchester, Inc., 

[TURN TO PAGE 45, PLEASE] 
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\ FLUORESCENT 


LIGHTING 


Is Stimulating 
Business for 
Stores Everywhere! 


A Typical GUTH Fivorescent Installation at Gude's Rose Shop 


Let Us Show YOU How 
te Use This Modern Light! 


Of course you want GUTH Fluorescent Lighting! 

It’s the modern method of getting more light and 

| better light at less cost—it displays merchandise 

/ more attractively —it appeals to customers — it 

makes both buying and selling easier and more 
profitable! 

To make GUTH Fluorescent 100% efficient for you, we 

offer our Free Planning Service; a complete, detailed Light- 

ing Plan specially prepared to fit your specific requirements ; 
without obligation! 

Write today for full details of this correct, scientific method 

for getting the utmost value in Fluorescent Light for your 

store! 


Built STRONGER to Serve LONGER 


GUTH Fluorescent is ruggedly constructed, has carefully tested 
accessories, and permanent Diffase ALZAK Aluminum Reflectors. 
Inspection by the Underwriters’ Laboratories, Inc., and frequent fac- 
tory check-ups assure you the highest quality at the lowest cost— 
ne GUTH Fluorescent “Your Best Fluorescent Buy!" 


The Edwin F. Guth Company \ / 


2615 Washington Ave., St. Louis, Mo. 
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STEEL TOE 
SAFETY SHOES 
and 
POPULAR PRICED 
WORK SHOES 


Carried in Stock 
GOODWILL SHOE 


COMPANY 
Holliston, Massachusetts 
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Innersoles 
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Every Time You Sell a Pair, 
Depend on innersoles that wear. 





NEWFLEX PIGSHIN 
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Riding Boots 
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J. P. Smith Opens New 


Daylight Factory 


Cuicaco—The J. P. Smith Shoe Co. 
of Chicago, on July 26 held the formal 
opening of their new ‘daylight’ factory 
in Dubuque. It is said to be of an 
entirely new design in shoe factories, 
with a curvature to get the maximum 
of daylight, all on one floor thus eli- 
minating elevators, and electric motor- 
ized throughout. Efficiency results from 
straight line assembly and continuous 
smooth movement from cutting room, 
clicking machines, lasting and stitching 
through to packing. The management 
predict for it 360,000 pairs of men’s 
shoes annually. 

Walter G. Smith, recently made pres- 
ident of the company to succeed his 
brother the late Howard S. Smith, takes 
great pride in this addition to their 
equipment for maintaining the high 
standards the company has been known 
for two generations. 


Nordstrom Aids 
Defense Stamp Sales 


SEATTLE, WASH.—Taking the initia- 
tive among Seattle stores in the dis- 
semination 6f defense stamps and U. S. 
Treasury securities for National De- 
fense, Nordstrom’s University district 
shoe store is pushing the sale of these 
securities along with its footwear. A 
plan has been launched to permit cus- 
tomers to convert the change from a 
footwear or hosiery purchase, into Na- 
tional Defense Stamps. The _ small 
change thus converted into defense 





Give Fall Sales an — bee by Fee 
the Scanjun now! Availabi ow 
men and women. This a Bode from A was 
ed to your f customers in a recent 
issue of Mademoiselle. True Moccasin construc- 
tion . . . slips on easily . . . can be worn any- 
time, anywhere. 
FOR WOMEN — three styles with leather soles, 
one with crepe soles. 


FOR MEN — tan uppers, 
leather soles. 


Order today and = for our 
FREE catalog. Bass & 
Co., Dept. BS-41, Witton, Me. 


BASS SCANJUNS 


For Men and Women 














shoe stores of the city. It is pointed 
out: that the Treasury of the United 


oe * 


stamps is then saved until $18.75 has States is not asking for a gift of dol- 
been secured for a $25 bond. In promot- lars, moreover, but for a loan, with the 
ing sale of such stamps Nordstrom’s money safe and to be repaid with in- 
RIDING has taken a decided leadership among terest. 


BOOTS . 
IN STOCK 
FOR MEN, WOMEN 














and CHILDREN : 
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Shoe Payrolls Up , . 

AvuBURN, ME. — Payroll figures for . a ae je 

the Auburn shoe industry, compiled by —— T 

the Chamber of Commerce for the six ‘ a 

months of this year ending June 30 te 
show an increase of more than $600,000 
over the corresponding period in 1940. 

A total of $3,246,955 was paid : 
Auburn shoe workers January 1 to 

Ae een Famey Western Store Observes 60th Year = 

the first six months of last year. In Sacramento, Calif.—L *s, the oldest and largest shoe store in this locality, H 

May and June this year, payrolls total- celebrated its 60th anniversary recently. The business was founded in 1881 by = 

ed $1,139,157 against $802,951 the same Gus Lavenson. In 1933, several years after Mr. Lavenson’s death, his daughter, a 

months in 1940. Mrs. Selma Lavenson Schwartz, become active in the firm. 0: 
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High School Girls Make Their Own 


SEATTLE, WASH.—Seattie high school girls, with the assistance of boys in 


the manual training 


shop, are making their own shoes this year at a cost of less 


than $2.00 a pair. Just how practical the shoes can be considered for everyday 
use is another question. Anyhow, it's an interesting fad, but shoe man out this way 
cre hoping the girls won't take it up too enthusiastically. 


In the 


at the left, Evelyn Bannister shows the pair she made at a total 


cost of $1.25. The'shoe has a white enameled wooden scle and white elastic inter- 


laced upper, attached to the sole with brass upholstery tacks. 


At the right is a 


close-up of a pair of "clog" shoes made by Miss Ilene Olsson. Calfskin uppers are 


laced at the sides and soles have pa 
something extra, 


inted designs. Rubber base on soles, which is 
brought total cost of this pair up to $1.75. 


Photograph opposite Editor's Outiook, in this issue, shows group of giris dis- 
playing shoes they made themselves at Franklin High School. Average time for 
making a pair of shoes like these is about two weeks if the work is done during 


regular class hours. 





Obituaries 


William Peter Hammersmith 


GALVESTON, TEX. — William Peter 
Hammersmith, 70, president of Ham- 
mersmith Brothers, shoe retailers here, 
died recently of a heart attack. He 
had been ill only a week. 

Mr. Hammersmith was born in Bel- 
ton, Texas, and worked in his father’s 
shoe store. The business was known as 
Peter Hammersmith & Sons. In 1899 
he came to Galveston and opened the 
shoe store which has been in operation 
ever. since. In 1908 Hammersmith 
Brothers opened a store in Houston, 
under the direction of John Hammer- 
smith. In 1915 Mr. Hammersmith 
joined his brother at the Houston store. 
This store was discontinued in 1936, 
and in 1940 Mr. Hammersmith returned 
to Galveston. 

Mr. Hammersmith was a member of 
the A. F. and A, M. with membership 
in Belton. He was an Elk, and member 
of the B. P. O. E. Lodge of Galveston. 
He took great interest in civic affairs 
in both Houston and Galveston and was 
a member of the Chamber of Commerce 
of both cities. For a time he served 
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as vice-president of the Galveston Re- 
tail Merchants’ Association. 

Funeral services were from a funeral 
home in Galveston. Rev. Edmund H. 
Gibson of Trinity Episcopal Church 
and Bishop Clinton S. Quin of Houston 
officiated. Interment was in the Belton 
Cemetery. 

Survivors are his widow, the former 
Ida Halstead, two brothers, John P. 
Hammersmith of Houston and Byron 
Hammersmith of Belton, several nieces 
and nephews. 


Charles C. O’Connor 


Detroit, Micu.—Charles C. O’Con- 
nor, old-time Detroit shoe man, died re- 
cently at Dearborn Clinical Hospital 
after three weeks’ illness. He was an 
edge trimmer with the old Pingree Shoe 
Company for fifteen years until that 
manufacturing company went out of 
business, and then managed the shoe 
department of the Henry A. Sarbinow- 
sky Department Store on the west side 
for thirteen years. He ran his own 
store for the next ten years, in two 
different locations, on Michigan Avenue 
and on West Vernor Highway, and re- 
tired from active business six years 
ago. His widow and three children sur- 
vive. Interment was in Holy Cross 
Cemetery. 





... Build a Sales- 
Training Program 
Many successful shoe 
stores and departments 
have revitalized their 
sales-training programs 
with X-Ray Fitting. Sales 
people are quick to ap- 
preciate the opportunities 
which X-Ray offers for 
improved shoemanship, 
constructive showman- 
ship. Their interestis 
soon reflected in more 
effective salesmanship. 


Late summer is an ideal 
time to start your X-Ray 
Sales-Training program. 
Your sales force will have 
ample time to become fa- 
miliar with X-Ray's merits 
both as a fitting aid and 
selling tool be- 

fore the back- 

to-school rush 


begins. 


No Extra Investment! 
You can buy your X-Ray Shoe 
Fitter ‘‘out of inventory” 
without increasing your capi- 
tal investment. No i 








| im selling expense, either. 


Write us, right now. a ey 
X-RAY" 
SHOE FITTER Juc. 


NORTH PALMER STREET 
* WISCONSIN 


MILWAUKEE 
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““Stenderd of the West Since 1879" 


COWBOY BOOTS 


Folks are ‘‘Going 
Western,”’ and your qual- 
ity trade will demand the 
original Justin Cowboy 
Boots. Put these Justin 
style leaders in your stock 
and watch them sell at a 
nice profit. 
Write for Cata- 
log and prices. 


H. J. JUSTIN & SONS, Inc. 
BOX 548 FORT WORTH, TEXAS 
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The feet prefer to “take it easy,” 
The porous texture makes it breezy. 
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TRAIL MAKER MOCCASINS 


for 


MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 





SACO-MOC SHOE CORP./oRTLANe 
few York Office—Reoom 430 Marbridge Bldg. 








Edward Brownsten Il 


BALTIMORE, Mp.—Edward S. Brown- 
sten, who for the past few years has 
been the buyer and manager of the 
upstairs shoe departments of the May 
Company, Baltimore, is reported crit- 
ically ill at his home in the Green Acres 
Apartments. Mr. Brownsten was at one 
time associated with the Frank & Seder 
store, Detroit. He has been suffering 
from a heart condition. 
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Hide Markets Restrained by Ceilings 








Speculative Enthusiasm Dampened by Government Price Fix- 
ing, and Heavy Purchasing by Tanners Now 
Shows Tapering Off Tendency 


-New York — The hide market has 
taken on an entirely new complexion 
in the past month, or since action was 
taken by the OPACS in setting ceiling 
prices on all purchases and sales of 
domestic hides, kips and calfskins, in- 
cluding transactions in hide futures on 
Commodity Exchange, Inc., effective 
June 16. 

This action had been more or less 
expected, but nevertheless it has ef- 
fectively dampened speculative enthusi- 
asm and also resulted in more restrain- 
ed operations on the part of tanners 
toward increased purchases of raw 
hides. The action on the part of the 
government agency was taken not only 
to check widespread speculation, but 
also to prevent undue price advances 
and at the same time avoid any ar- 
tificial shortages of hides, due to ex- 
cessive forward buying, not only of 
hides but leather products as well. 

It must be realized that the rate of 
the demand for leather the early part 
of this year was equivalent to ap- 
proximately 24,000,000 hides, and do- 
mestic production of new cattle hides 
in the United States this year is ex- 
pected to equal some 16,000,000 hides. 
As pointed out previously, imports of 
some 7,000,000 to 8,000,000 hides are 
needed to satisfy the indicated con- 
sumption of leather based on the devel- 
opments of the first five months of this 
year. Now, with the government action 
having been taken, a downward revi- 
sion will probably be noted, not only 
in the amount of hide requirements, 
but in the anticipated leather buying 
as there will be no need for any ex- 
cessive forward purchases. 

The result of the government order 
fixing a ceiling price for hides was 
found in heavy purchases by tanners 
immediately after the price order. Sub- 
sequently, this tanner buying tapered 
off. All transactions on various grades 
of hides, with the exception of bulls, 
were consummated at the. maximum 
level of 15 cents a pound. Later most 
selections continued to trade at the 15- 
cent. level although some heavy cows 
for backsalting brought only 14% cents. 
Native bulls traded at 12 cents and 
branded at 11 cents. 

Leading packers have been accumu- 
lating raw hides in the last week or 
two as tanner demand tapered off. Kill- 
ers unsold stocks are estimated at ap- 
proximately 400,000 pieces which would 
be equal to a little above a working 
normal. Tanners, on the other hand, 
have a supply sufficient to last several 
weeks, and at the same time keep add- 
ing to the stocks in purchases of re- 
sale hides, that is, hides previously sold 
by packers to dealers. These re-sale 
hides are trading at the normal dif- 
ferentials. In other words, light cows, 





native steers, and branded cows are 
still ruling at about the maximum of 
15 cents a pound but branded steers are 
trading at fractional discounts. Such, 
however, is not as yet the case in the 
big packer hide market. With stocks 
in leading killers hands accumulating 
and with the market in the Argentine 
gradually weakening, there is every 
reason to expect that domestic packers 
will revise their selling policy to con- 
form to the normal which constitutes 
discounts on the less desirable grades 
of hides. 

Although the OPACS have not set 
differentials it is rumored that this 
question may again be taken up in the 
very near future. 

The Argentine situation commands 
more and more attention. While the 
season of increased hide production is 
at hand now, and indicated supplies 
are more than plentiful, the shipping 
situation may be one to make for con- 
siderable uncertainty. Another element 
of surprise has been injected of late 
by the reports that the Japanese gov- 
ernment has commandeered additional 
Japanese flag vessels. This shipping 
situation in Japan may have a great 
deal of influence in curtailing imports 
of hides from the Argentine as Japan 
has been increasing her Argentine im- 
ports in recent months. In January, 
Japan took 475,000 hides; February, 
442,000; March, 680,000; April, 669,- 
000; and in May, 983,000 hides. This 
would mean that more Argentine hides 
would be available to the U. S. but 
whether the supply of freight space 
will be there is a moot question. 

The Argentine hide market turned 
weak on heavy sales to the United 
States. Standard frigorifico steers are 
now quoted at only 13% cents, « & f. 
New York, which is equal to approxi- 
mately 14% cents delivered New York. 
This represents a decline of fully 1c. 
a lb. from two weeks ago. With in- 
dications of a smaller demand from 
Japan, and with Russian purchases also 
comparatively small, and with England 
out of the market for the time being, 
the Argentine is looking to the United 
States for a market. Then, again, the 
Argentine hides at this time are of 
poorer quality off-take. 

An easier market in the Argentine is 
not expected to exert any immediate in- 
fluence on the hide market here. It 
will be at least two months or more be- 
fore the recent Argentine purchases ar- 
rive into the United States. By that 
time, the U. S. hides should also be ex- 
periencing the normal influence of the 
proximity of the season of less desir- 
able hides, and in all probability a 
trend toward decreased shoe produc- 

[TURN TO PAGE 47, PLEASE] 
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CANTON, 
OHIO 
SHOP 


L. A. Pawsey 
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Another New Dealer Ouned Dr. Scholl Foot Comfort Shop 


Y can own own business like highly successful shops now 
ring operated from coast to coast. You are backed by the vast Dr. Scholl 


being | 


A” a 


— benefit its years of 
Seteret | teiee D Dr. Scholl merchandise and service. 


MANY GOOD CITIES STILL AVAILABLE — Take advange of is 

. Approximately $5,000 capital Ser ee 

and merchandising helps 
» + « Write or wire Dept. ”B for full information. 
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Display, Suggestion Sell Rubber Sole Shoes 


[CONTINUED FROM PAGE 23] 


Another constant promotion, good the 
year around, especially in the Winter 
months, is to suggest these shoes for 
house wear. The way these shoes are 
made now, they are most comfortable 
and practical for house wear. Many 
women wear slacks or shorts around 
the house, so these easily cleaned shoes 
are considered to be ideal for this pur- 
pose by many of our patrons.” 

Over in the next block to Helt’s 
BrownBilt Shoe Store to confer with 
proprietor Jas. H. Helt, whose thoughts 
were expressed like this: “Canvas foot- 
wear constitutes one of the fastest mov- 
ing sections of our stock. To make 
money in it consistently, we have found 
the necessity of having a constant flow 
of new merchandise. Sizes must be kept 
up as customers demand to buy shoes 
from the shelves and not sizes on order. 
Long ago, the need of starting the sea- 
son with a complete stock of all pat- 
terns and all sizes was demonstrated as 
being the one and only method. To in- 
sure this program, pattern, color and 
size selections are made in August for 
the following January delivery. Re- 
orders are sent to our source of supply 
once a week, or once a day, just as the 
requirements develop. 

This is one type of merchandise 
which must be kept sized up at all 
times, Even with every store, including 
the dime stores, having canvas foot- 
wear of varying qualities, this mer- 
chandise is a real day-in and day-out 
profit-making department. A good 
family shoe store attracts a clientele 
that appreciates good merchandise, 
good fitting service and a bright, well- 
kept store. Like hundreds of other good 
stores, we will not misfit anybody. To 
give proper fitting service, even in can- 
vas shoes, a full complement of sizes 
is always stocked. These sizes run from 
five in the children’s to nine in women’s 
and to ten and a half in the men’s de- 
partment. Novelties are kept fully 
sized from January to August, with 
plain whites sized up every day in the 
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year. Our record shows there is not a 
business day but what a bunch of plain 
whites is sold. These sales records all 
reflect the importance of keeping well 
sized up at all times.” 

Now to talk with B. Goldberg, the 
owner of Mark’s Boot Shop, a relatively 
small, intimate men’s shoe store: “In 
a city like Glendale, which is a fast- 
growing industrial town, there is a 
strong demand for casual and easy-go- 
ing sports attire. This is in addition 
to a good, healthy, dress-shoe business. 
A wide variety of patterns in men’s 
canvas footwear means many extra 
sales to our customers. Showing this 
footwear with every pair of shoes and 
having good interior displays, has in- 
creased the double-headers in this store 
by a good 10 per cent. Here we get a 
wide variety of men in our shop who 
range from the high school boy to the 
retired business man—all want color 
and comfort on their feet. Augmenting 
our regular stock, the many patterns 
stocked of comfortable easy-to-get-into 
rubber-soled shoes are making many 
friends for the house. It is possible to 
carry a much wider general stock in a 
store like this which specializes in men’s 
shoes.” 

And the department store angle from 
the Webb Men’s Shop in whose shoe 
department L. S. Howell is the mana- 
ger. His findings are: “Canvas foot- 
wear offers many opportunities in 
Webb’s to increase sales volume. The 
new type of footwear which the rubber 
companies are presenting means extra 
pairs for active sports wear, beachwear 
and for business. Men like them be- 
cause they are so good-looking and com- 
fortable. The better fitting qualities 
developed by the leading rubber com- 
panies, together with the real he-man- 
nish appearance, has greatly widened 
the field where canvas footwear may 
be worn. 

“This condition is reflected in the 
public acceptance as shown by our 
daily sales. Today’s lines with features 


such as sponge-rubber insoles, built-in 
raised arches, full-breather uppers and 
scientific well-fitting lasts, mark such 
a big step forward in canvas footwear, 
that the presentation of this merchan- 
dise means practically an immediate 
sale, a condition which is happily re- 
flected in our Beat Yesterday book.” 

There are many other fine shoe stores 
in this smart and up-and-coming city 
whose story could well be incorporated 
in this tale. 


Celebrates 54th Anniversary 


Mapison, Wis. — Karstens, local 
men’s shop, recently observed its 54th 
anniversary in business. Frank W. 
Karstens, founder of the business, is 
still active in its operation. Dick Sligh- 
tam is manager of the store’s shoe de- 
partment. 


Obituaries 


Henry Waldes 


New York—Henry Waldes, former- 
ly head of Waldes Koh-I-Noor, Inc., 
died after a brief illness recently at 
Havana, Cuba. He is survived by his 
wife, Ica Waldes, and three children— 
Anna, George, and Milos, and by his 
brother, Sigmund Waldes. 

He was on his way from his former 
home in Prague, Czechoslovakia, to 
join his family now residing at Jack- 
son Heights, L. I. 





William Carroll Hill 


New ORLEANS—William Carroll Hill, 
chief room clerk of The Roosevelt Hotel 
here, died recently, aged 46 years. Mr. 
Hill was well known to the many shoe 
men who stay at The Roosevelt on their 
visits to New Orleans, and was well 
liked by them because of his unfailing 
eourtesy and efforts to accommodate 
in every possible way. He served in 
the Hospital Corps overseas during the 
World War and was a brother of Tom 
Hill, widely known New Orleans politi- 
cal figure. 
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SELL THOSE WINDOW SHOPPERS 
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BOOT & SHOE RECORDER ¢ MERCHANTS SERVICE © 209 SO. STATE ST * CHICAGO, ILLINOIS 
WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 
po ot nay hh ee aanaae SERVICE | MONTHLY CARDS HOLDERS toners 
SERVICE ... New and seasonal dis- No. 1 $6.20 12 6 100 
play cards and harmonizing price 
tickets every month with informa- No. 2 $4.80 8 4 100 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- No. 3 $3.60 » 2 50 
chise basis. WRITE for samples 
and further information. No. 4 $2.65 4 2 50 
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Back-to-School Promotions 


[CONTINUED FROM PAGE 39] 


Madison, Wis., department store, used 
blowups of photos of co-eds clad in 
Fall fashions taken in front of various 
scholastic scenes as window stoppers 
last Fall. The nine “back to school” 
photos measured 10 feet high and 40 
inches wide and were thought up by 
Frank Marx, chief decorator for the 
store. 

Free Auction Sale—Fond du Lac, 
Wis., merchants, including Jahn’s Shoe 
Store and Fitzsimons, shoe dealers, co- 
operated in promoting a free auction 
sale on a Thursday in November for 
farmers in the surrounding area. The 
auction was held at one of three free 
parking lots furnished in Fond du Lac 
through the courtesy of local merchants 
and farmers were permitted to submit 
whatever they wished to dispose of at 
the auction presided over by a well- 
known local auctioneer at no cost to 
them. 

Kiddie Parade—Feature of the Fall 
window opening promotion in Wausau, 
Wis., is a kiddie parade, which last year 
was participated in by some 500 young- 
sters and watched by thousands of spec- 
tators. All children marching were 
awarded candy bars and $75 in cash 
prizes was awarded to those entering 
the most outstanding doll buggy, soap 
box racer, toy vehicle, dress-up and pet. 
Participating shoe stores included: The 
Bootery, C. B. Mayer Shoe Co., Modern 
Shoe Store, Mayer’s Annex O. K. Shoe 
Store and Porath & Schlaefer. 

Fall Festival and Fair—A three-day 
event staged annually in Ripon, Wis., 
which includes free attractions, parade 
and two public dances, and in connec- 
tion with which stores give prizes for 
outstanding farm produce entered. 
O. A. Haase Co., shoe dealers, was one 
of the co-operating merchants. 

Window Shopping Contest—Merrill, 
Wis., merchants, including: Livings- 
ton’s, Peterman’s and the Vogue Shoe 
Shop, in connection with last year’s 
Fall opening, offered merchandise prizes 
to those determining most closely the 
value of merchandise on display in the 
various shop windows. Boxes were pro- 
vided in front of each store for the 
answers and the high school band pro- 
vided music during the unveiling event. 

Hallowe’en Soap Art Contest—One 
mid-Western store conducted such a 
contest on its glass show windows and 
offered $25 in cash prizes to those se- 
lected as the outstanding artist by a 
committee of local adult artists. Con- 
test was open to all local children up to 
and including eighth grade, with each 
contestant alloted 18 by 24 in. spaces 
on the windows. Entrants were required 
to arrange for their space on the win- 
dows in advance of the day of the 
drawing. 

Pumpkins—An extra large pumpkin 
was displayed by one merchant in his 
window with the announcement that he 
would give it to the youngster the day 
before Hallowe’en who guessed most 
nearly the correct weight of the gourd. 
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Many A Mller Shoes have Scuffless Heels 


1. Mazer is headquarters for young feet 
that cover a lot of ground—and want 
to look smart about it. That’s why 
Scuffless “Pyraheel” plastic heel cover- 
ing is used so extensively. No dents. 
No scuffs. No stains. Scufless “Pyra- 
heel” is a constant compliment to a 
beautiful ankle and smart foot. Specify 
Scuffless “Pyraheel” on deliveries. Your 










E. L DU PONT DE NEMOURS & CO. (INC.), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 





Ancther merchant offered merchandise 
prizes to those guessing most closely the 
number of seeds contained in the pump- 
kin he had on display. 

Most Valuable Player—Various mer- 
chants have successfully brought their 
name before the public by offering a 
merchandise gift to the most valuable 
football or basketball player on a local 
team either for the entire season or dur- 
ing a particular game. The selection of 
the player to receive the award is left 
to the discretion of his teammates, 
coaches and athletic director. 





The Editor’s Outlook 
[CONTINUED FROM PAGE 14] 


it is up to you to see to it that you have 
every possible “use-value” in every 
pair. We have not yet reached the stage 
of “ersatz” or shoddy, or “take any- 
thing and everything.” The shoe indus- 
try is still in a position to give the 
American public good values and par- 
ticularly good .service—the public will 
have none other. 

Here are some things that you can 
do to eliminate some of the wastes in 
retailing: The public can be asked to 
carry its small packages—even that 
small item is wasteful of both time and 
money. It is against the best interests 
of this national emergency to send mer- 
chandise out “on approval.” Selections 


should be made within the store and it 
is only an extraordinary situation that 
warrants sending shoes out on ap- 
proval. Exchanges and allowances can 
be reduced. 

Waste neither time nor money. You 
know even better than we what can be 
done to cut expenses. You had better 
do it now, before government puts in 
restrictions, price ceilings and all the 
machinery of regulation. 


Plan Additions to Plant 


MERRILL, Wis.— The Merrill Indus- 
trial Foundation has been granted per- 
mission by the city council to expend 
more than $9,000 in the erection of a 
warehouse to the Weinbrenner Shoe Co. 
plant here. The shoe firm will erect 
an office building addition at a cost of 
about $12,000. The warehouse addition 
will free manufacturing space and an 
estimated 75 more workers will be 
added as a result of both additions, it 
is said. 








To Remodel Tacoma Store 


Tacoma, WasH.—A financial outlay 
of more than $3,000 is being made by 
the Buster Brown Shoe Store at 5439 
S. Tacoma Way, this city, for extensive 
improvements. Remodeling will include 
a streamlining of the front and window 
display space, so that crowds along 
South Tacoma Way may be attracted 
by latest displays of footwear. 


45 











Classified and Want Ads 








SALESMEN WANTED 


LINE WANTED 








WANTED TO PURCHASE 








GULF STATES, EASTERN OHIO, WEST- 
ERN PEN NSYLVANIA, NEW YORK, 
WEST VIRGINIA, open: Children’s Well 
known, finest grade cement process dress shoes 
and Goodyear welts. Complete stock. Liberal 
commission. Drawing accounts out. Address 
$199, care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


OMEWHERE there is a _ strong, popular 

priced Women’s Line that needs adequate 
representation in Central and Upper New York. 
If you have this wad = = pay you to ad- 
dress $215, care oe" Recorder, 100 
East 42nd Street, New York oN. Y. 





ALESMEN WANTED for Texas and Okla- 
homa; Kentucky and Tennessee; isiana, 
Alabama and Arkansas. In-stock 
selling shoes for daytime and 
evening wear. Salesmen with established trade 
preferred. Strictly commission. Can be car- 
ried with non-conflicting line. In replying give 
references and accounts sold. HANNAHSONS 
SHOE COMPANY, HAVERHILL, MASS. 


Mississippi, 
line of fast 





POSITION WANTED 


FOR SALE 











REED POWER PATTERN 
GRADING MACHINE 


New or used. State model, condition and 
price. 


MORTON LAST COMPANY, INC. 
1052 Gilbert Avenue, Cincinnati, Ohie 
Cherry 6213 











19 SHOE STORES. A ready made shoe 
business—favorable leases—going concerns, 
in Mid-Western States — volume $30,000 to 
$100,000. A nationally known shoe manufac- 
turer offers this opportunity. If you have the 
necessary capital an established shoe busincss 
can be had at a reasonable price. Address 
2206, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 





Seli Your Surplus Stocks 
to 


KIRSCH-BLACHER CO., INC. 
established 1915 
Pe ep Se Se, Came Soe 
from retailers, jobbers manufacturers. 
- Visit our new Guskeoss 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 











SHOE SALESMAN, over eighteen years’ ex- 

perience selling high grade ladies’ shoes, 
orthopedic and fancy, capable of managiny; 
desire to locate in Massachusetts or Connecticut. 
Address $214, care Boot & “Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





su PERINTENDENT open for position. 25 
years’ experience on women’s shoes, slippers 

and sandals. Last position 9 years on turns, 

McKays, Compo and American welts. 325 

Cases daily output. Address Box $211, Boot 

oa Shoe Recorder, 140 Federal Street, Boston, 
ass. 





FOR RENT 


XCELLENT SHOE STORE, 

Mid-western city of 65,000. Will install 
latest type front and complete fixtures for 
experienced party with right line of merchan- 
dise. Only a volume operator will be con- 
sidered for this unusual offer. Call or write 
ape 1302, 160 North LaSalle Street, Chicago. 





location in 


OR SALE—Three “Royal” Shoe Stores lo- 

cated in Lynchburg and Roanoke, Virginia, 
and Durham, North Carolina; and also the 
Hazzard Shoe Store, in Bangor, Maine. Rea- 
son for selling—stores are too far from our 
central operating radius. Apply to the Tri- 
angle Shoe Company, Wilkes-Barre, Penna. 





AMIILY SHOE STORE, Arlington, Va., 

suburb of Washington, D. C. Fastest growing 
county in United States. Nationally advertised 
brands; five year lease. Rent Hundred Dollars 
Month. Clean inventory of seven thousand 
dollars; New fixtures; complete equipment 
thrown in to quick buyer. II] health and no 
other reason for selling. Post Office Box 374, 
Arlingtoa, Va. 





PARTNER WANTED 


pe nS ciage WANTED: The creator of a 
ialty professional shoe, now actively en- 








HOTELS 











gaged in the shoe manufacturing business, gee 
like to interest a partner, with some capital, 

market it and further develop the present cstab- 
lished business. Address Box $212, care Boot 
& Shoe Recorder, 56th & Chestnut Streets, 
Philadelphia, Pa. 





WANTED TO PURCHASE 


USED X-Ray Shoe Fitter, good condition. 
Address $213, care Boot & Shoe Recorder, 
100 East 42nd Street, New York, N. Y. 








WE BUY 
aud wetatl 


Wholesaie 
Stocks. Also randed Shees such 
Walk-Over, Florsheim, Enna-Jettick, Vital. 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 
t Byir N BUBEN 
“The House of Jobs” 
88 Reade St., Cor. Charch 
Phone Barclay 7-7887. New York City 


Entire or 








CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16 8S. 3rd St. Philadelphia, Pa. 
Phone Lombard 








SHOE STORES WANTED 


FOR CASH 
Men's, ae children’s shoes retailing 
from $5.00 and up. Short term leases as 
sumed. Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
Unusual references on request. 











BUYERS OF 


MAA UFACTURERS—HETAILERS 
SURPLUS STOCKS 


We ey oe a8 oes eee shoe stocks. 
Write, wire or phone. 
BARSH & 


CEASAR 
® N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 














CLASSIFIED ADVERTISING RATES 


The rate for "Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 


The rate for all di 


Classified advertising is payable in advance. 


ee Advertisements for this page must be in our New York office on Friday of the week préteding publication. 


classified advertisements is $5.00 an inch with a maximum of 46 words. 
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MERCHANTS’ NEEDS 





MERCHANT'S NEEDS 





MERCHANTS NEEDS 





BRANNOCK 
SHOE FITTING DEVICE 


1. FIT BETTER—SELL MORE 


increase repeat sales 


2. ATTRACT NEW CUSTOMERS 
more professional skill 


3. CUT FITTING TIME IN HALF 
fewer try-ons; more sales 


Write for Scientific Folder and 
list of manufacturers offering 
Brannock Devices at special co- 
operative price. 


Washington News Reel 


[CONTINUED FROM PAGE 24] 





cooperative attitude on the part of re- 
tailers has delayed price increases. 
~ ” = 


The reorganization of OPM is widely 
viewed as only a tremor. The belief 
grows that it is a prelude to a big 
shakeup, which, some think, will mean 
a virtual scrapping of that defense 
agency, but this is a minority opinion. 
New blood in all probability is to be 
transfused into the organization and it 
will be more New Deal blood. Not now, 
but eventually, the Knudsen-Hillman- 
headed may come smack under the di- 
rection of a New Deal economist. The 
constant edging of Administration 
leaders into the OPM set-up is clearly 
seen in the ousting of paid trade asso- 
ciation executives. 


* * * 


Squawks without number- have been 
made, are being made and will be made 
about the conscienceless squandering of 
taxpayers’ money, as the public comes 
to -a more general realization of the 
drastic character of pending taxation. 
Bitter criticism is being directed against 
the amazing incompetency of an Ad- 
ministration that in more than eight 
years has never had a balanced budget. 
Quite the contrary, the deficits with one 
or two exceptions have progressively 
increased, running into the billions year 
after year. Now we see the spectacle 


July 12, 1941 








TAL AR ED 









of non-defense appropriations reaching 
an alltime high record at a time when 
prudence would seem to call for rigid 
economy on non-defense expenditures. 
The Treasury had said the defense pro- 
gram would make it possible to save a 
billion (and that is small enough) in 
non-defense expenditures. The hope, as 
usual, proved to be an illusion. 

The Administration by no means 1s to 
be exculpated for this wild orgy of non- 
defense spending, because it has asked 
for it. Yet, after all, the chief blame 
lies with a political-patronage-mad Con- 
gress. With it lies the power of appro- 
priation. But it has become a mere Ad- 
ministration stooge and has willingly 
sold out its birthright and plundered the 
taxpayer for the sake of its own selfish 
political hide. 

Finally if the people continue to con- 
done this wild extravagance, they will 
deserve even more criticism than that 
heaped on the Administration and Con- 
gress for the don’t-give-a-damn atti- 
tude about spending. And the people, 
of course, must eventually foot the bill. 





Hide Markets Restrained 
By Ceilings 
[CONTINUED FROM PAGE 42] 


tion. Consequently, the hide trade is 
rather inclined to look for a continued 
firm domestic market for some weeks 
longer, with price differentials develop- 
ing on less desirable hides, and some- 
what of a reactionary trend later in 
the season. 


The hide futures market has been 
quiet with prices tending toward lower 
levels. This is partly a reflection of 
the absence of any important specula- 
tive participation, and hedging salts 
against purchases of foreign hides. It 
is interesting to note that hide futures 
are relatively cheap for a processor as 
the futures market offers opportunity 
for a tanner to purchase and accept 
delivery. In taking delivery the buyer 
not only receives the discount on the 
grade delivered, but also the seasonal 


Many women 
simply cannot 
wear frivolous 
shoes comfort- 
ably... but a lot 
of insist on trying. That’s why 
so many shoemen rely on Trimfoot 
to protect their reputation for 
satisfaction. Wafer thin Trimfoot 
slips into the daintiest shoe for 
| maximum foot comfort. $1.00 per 
Your cost $6.00 per 
Write for 
~, details to Trimfoot, 
4060 Forest Park 
Blvd., St. Louis, Mo. 


pair retail. 





Uf (ts 


ADVE REISING 


| ik 


NEWSPAPER, 


—if you advertise in newspapers 
write today for free samples of 


. > 

|| 1. Sterling Shoe Mat Service 

A monthly matrix service of carefully 
written copy, photographs and beauti- 

| ful ort work for direct mail and news- 

| paper advertising. 


Vincent Edwards Idea Clip- 
ping Service 

Actual newspaper tear sheets of ads 
of shoe stores; you select the exact 
| stores and cities you want to see, or 
leave the selection to our advertising 
staff. 


|| 3. Learn Advertising at Home 
| Advertising is an interesting study and 
| prepares you to write more effective 
letters; to acquire a larger vocabu- 





| lary; to comprehend the sales and 
| merchandising ofa 
and to be etinivly inc sosition to 


rec development 





ideas. 


* 
VINCENT EDWARDS & CO. 


World's largest advertising service 
organization 


342 Madison Avenue, New York City 











discount on the take-off if the prime 
hides of the season are not delivered. 


The statistical position continues to 
improve. Stocks on hand of all visible 
hides at the end of May were only a 
few hundred thousand pieces above the 
17-year record low. Production of 
leather is being fully maintained, while 
an increase in the intosight movement 
also took place according to figures re- 
leased by Commodity Exchange, Inc. 
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The School Bell Rings 
[CONTINUED FROM PAGE 30] 


ings, weltings, contrasting laces. And, 
in some cases, colors—dark greens, 
medium blues, wines, reds. 


Promotional Colors 


Which brings us to the subject of 
colors. Three colors offer themselves 
as perfect promotional possibilities— 
tans, R. A. F. blues, bright reds. The 
first fits in beautifully with the mili- 
tary and the masculine pictures; the 
second, of course, with the military; 
and the third, all along the line. Pro- 
mote tan shoes—antiqued, with boot- 
maker finish, or with just a high polish 
—to go with tans; promote them to go 
with the greyed blues and the brown 
and blue ideas; you can even promote 
them with red. And have some little 
extra touches which will liven up your 
stock—have shoes with red lacings or 
weltings, to tie up with these color 
themes. 

There’s one trend which is significant 
and which we have not yet mentioned. 
That’s the growing popularity of brown 
furs, especially as trimming on coats. 
You'll find little round collars of nutria 
or beaver, beaver hats, muffs, of great 
importance in the clothing picture. It 
means an added impetus to sales of 
brown shoes, particularly dress-up shoes 
in suede, reptile. or smooth leather, or 
perhaps combinations of two of these 
leathers. 


Sport and Casual Shoes 


The sport and casual picture gets 
even more sporty and casual. It in- 
cludes such developments as shirt and 
skirt combinations; plaid and plain; 
slack suits for campus or school wear; 
longer, easier fitted jackets; blazers; 
loud, long sleeved shirts; and the newly 
important long wool hose in bright 
colors and varied patterns. You'll want 
to have, for promotion with these 
clothes, boots—and in gay colors such 
as bright red, blue, white; modifica- 
tions of the cowboy theme in turf 
shoes, cowboy motifs, ringed and 
hooked oxfords; the moccasin, the sad- 
dle; the new modified Norwegian; the 
ghillie. These shoes can all be extra- 
pair sales if you show them and pro- 
mote them. 

We do not mean to imply that you 
should neglect your staple, year in and 
year out business—the business that is 
made up of shark tip oxfords, patent 
leather one-straps, the business that 
has seen you through many a dull sea- 
son. It is the basis of your operation; 
what we are suggesting here is only 
the frosting on the cake, the little bit 
of extra spice that spells the difference 
between a good season and an extraor- 
dinarily good one. 
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A Buy ing Guide 


BOOTS AND SHOES 


BASS, G6. H., & CO., Wilton, Me........... 
CONNEL, J. M., SHOE CO., Braintree, Mass ap hs 
ENDICOTT-JOHNSON CORP., Endicott, N. Y. ...-2nd Cover 
GERBERICH-PAINE SHOE CO., Mt. Joy, Pc... oo, 4? Back Cover 
GOODWILL SHOE CO., Holliston, Mass Py para 
HEALTH SPOT SHOE SHOPS, INC., Danville, Ill. Fees 
JOHNSON, STEPHENS & SHINKLE SHOE CO., St. Louis, Mo........-............. 8 
JUSTIN, H. J., & SONS, INC., Fort Worth, Texas... 2.2. e cee 42 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass......................-02--.. 38 
ROBERTS-HART, INC., Keene, N. H...................... Stent els say tos 
SACO-MOC SHOE CO., Chicago, Ill.. 
SUPERIOR SHOE CO., Chicago, Ill 

UNITED STATES RUBBER CO., INC., New York City................ 


LEATHER AND OTHER MATERIALS 


COLONIAL TANNING CO., Boston, Mass.. weuse tate 

KIEFER, EDGAR S., TANNING CO., Grand Ropids, Mich... Peaw ka peek ob 
LEVOR, G., & CO., INC., Gloversville and New York City.......... 2.06... 2.00005: 2, 3 
OHIO LEATHER CO., Girard, O 


MACHINERY, LASTS, MFRS." SUPPLIES, DRESSINGS, Etc. 


DU PONT DE NEMOURS, E. I., & CO., INC., Arlington, N. J........... 

GOODYEAR TIRE & RUBBER CO., Akron, O.... Sodbowen hd Daa os 
SPAULDING FIBRE CO., No. Rochester, N. H.... 2.0... 6. eee ees 
UNITED LAST COMPANY, Boston, Mass................ Be ee she Wy 

UNITED SHOE MACHINERY CORP., Boston, Mass.............-.--sseeee0s 4, 10, 32 


STORE EQUIPMENT AND ACCESSORIES 


BRANNOCK DEVICE CO., Syracuse, N. Y.. ae 
DUNDE SHOE RE-SHAPING DEVICES, Los ew Cal. 
GUTH, EDWIN F., COMPANY, St. Louis, Mo.... 
NATIONAL CASH REGISTER CO., Dayton, O 
PITTSBURGH PLATE GLASS CO., Pittsburgh, Po...... 
SCHOLL MFG. CO., INC., Chicago, Ill............ 

SHOE FORM CO. INC., Auburn, N. Y 

TRIMFOOT, St. Louis, Mo . iy idles 
X-RAY SHOE FITTER, INC., Milwaukee, Wis.......... 


MISCELLANEOUS ~ 


BARIS SHOE COMPANY, New York City......... 
BARSH & CEASAR, Philadelphic, Pa 

CAMITTA SHOE COMPANY, Philadelphia, Pa 

HOTEL LENNOX, St. Louis, Mo 

KIRSCH-BLACHER CO., INC., New York City 

Se a ep ett ee a 4 
VINCENT EDWARDS & CO., New York City 


Boot and Shoe Recorder 





COLONIAL PATENT 
BLACK @ BROWN @ 
BLUE AND 

THIRTY COLORS ~ 


CoLontAL PATENT is fine, meliow, and economical cutting 

. the qualities that manufacturers of fine children’s footwear 
know are absolutely essential to the making of satisfactory shoes. 
Largest producers of patent leather, it is natural that Colonial 
has the advantages of better raw stock selection, and the technical 
organization to make sure of producing the most suitable patent 
leather for any purpose most economically. That is why it is so 
universally used by leading shoe manufacturers. 


@ COLONIAL TANNING CO- 


BOSTON 





GERBERICH-PAYNE’S NEW FALL LINE 


There's a new, Fall line of boys’ shoes in work at Mount Jey that will make more 
dealers, and make more profits for Gerberich dealers! Never in boys’ shoe retailing has 
quality been so highly appreciated, and profitable to sell as it will be this coming 
season. More money in their parents’ peckets puts new emphasis on the right shoes, 
properly fitted for their sons’ feet. This comprehensive service, including Gerberichs, 
Stride Rite, Junior Arch Preserver, and Official Boy Scout Shoes, enables you to sell them 
the right shoes, and to fit them carefully, too. Gerberich’s practical In-Stock plan makes 
it worth your while. 





